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Soft, supple Kangaroo is the perfect leather 
















for this distinctive cross strap casual by 
Hazzard. Kangaroo is the leather to use when 
lightness, comfort and durability are im- 
portant factors in the styling of any shoe. 
Whether you make shoes for men, women or 
children, there are styles in your line that 
will be better and sell better in genuine 
Australian Kangaroo tanned in the U.S, A. 
Any one of our tanneries will gladly send 


you the samples you need to prove this. 


Cross strap casual of black Australian 


Kangaroo, Order by style No. 5453, 





for immediate delivery. 
R.P. HAZZARD CO. 


186 Lincoin Street 
Boston, Massachusetts 
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kangaroo /gwwete. win s<cne= 
Surpass Leather Co. 


Ziegel, Eisman & Co. 








KEFELLER CENTER, NEW YORK 20, N.Y 






can be worn 4 ways 





Pump -Strap-Bow-or Tie 
IN STOCK 










40333 
WITH STRAP 





40331 
WITH BOW 






40332 
WITH LACE 


The 4 Way Shoe 


IN STOCK 4 WAYS 
6% to 8 BCD 





















8% to12........ABCD 
12’2to 3 ABCD 
342 to 6 ABCD 
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HENRY ROSENFELD 


“Mr. News” 


in 
Dress Design 
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Here's the man they write magazine stories about; the most publicized 





and exciting name in his field, Henry Rosenfeld raised the level of 






fashion in America with better styling at volume price, And millions of 







women dress better 


“American i su 


MAKES THE SHOES TO 
GO WITH THE FASHION 
YOUR CUSTOMER BUYS 


shown: 
FLEX-FIT pump with lastex back, 
high or medium heel, IN STOCK 










the COMPLETE LINE at $6.99 TO 9.99 retail - 288 A Street, Boston, Massachusetts 
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YOUR CUSTOMERS 


gualih ESS your answer to 


this question is NO 


jon Getter. Stock Up Yow 


with the Oniginal HOLLYWOOD 


$KUF SHINE 


by the makers of famous Sani-white « 


the Faster selling premium WHITE SHOE POLISH in the nation 


COVERS SCUFF MARKS %czactly 
WITHOUT BRUSHING!! 


FOR BROWN, RED, BLUE, BLACK and BLACK PATENT LEATHER 
































ON RADIO, TV, SATURDAY EVENING POST, PAR- 
‘ENTS MAGAZINE and other leading national pub- 
lications plus local newspapers from coast to coast 










snore |" | PHONE YOUR HOLLYWOOD 
FOF BRUSHING REPRESENTATIVE Ymmedcately 


T 
BRIGH SAM FELTON + MORTY GOLDSTEIN 


‘net 

we pio [LIFE] aVAA HERMAN RAND * ALBERT DAVIS 
V7. 

) ee 


CARL GUECIA 
at JAmaica 9-3700 or write 
‘HOLLYWOOD SHOE POLISH, INC. 
RICHMOND HILL 19, NEW YORK 
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Cinderella’s 

prince won 
only one 

fair lady... 





but with ENNA J ETTICK FIT 
you can win ’em all! 


The women you face on fitting atoola are all 
Cinderellaa, They're looking for ahoea that 
fit aa if moulded to their feet, Fit them ac- 
curately-and you've made permanent 
cuatomera, It'a aa easy aa that when you 
carry ENNA JETTICKS, 


Here's one fine-fitting 
ENNA JETTICK 
stocked in exactly 118 sizes 


“SOFTEE” 


That's because the manufacturera of ENNA 
JETTICKS have made a apecialty of glove- 
amooth, hugging fit, [t'a a akill they've been 
perfecting for over 80 years, 





Tn addition, you can fit customers from one of 
the moat complete ranges of sizes, widths, heel 
heighta and laata in the entire women's shoe 
industry, We even atock one pattern in 165 
alzea, 


Accurately «fitted customera mean repeat 
cuatomera! Repeat cuatomera mean a ateady, 
profitable buaineaa, That's the experience of 
aucceaaful ENNA JETTICK dealera, Cin- 


derella’a prince never had it ao good! 


Know sJettoks 


The Shoes You Love To Live In 


$Q9 and 510” 


Some Styles $11.95 


| DRESS CAPR, Oly eA ATS [DUNN AND McCARTHY, 
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NEOLITE TAKES GREAT PRIDE IN ANNOUNCING... 





A sensational 





| 


for todays 


Vy 
CROWN NEOLITE 
TOPLIFTING! 


Reduces toplift failure ! 














Good news for the entire high-fashion shoe industry! 
Amazing resistance to impact Thanks to the remarkable qualities of new Crown 
proved in actual wear tests! NEOLITE toplifting, most of your toplift complaints 
can be eliminated, The photograph at your left tells 
the story. See how a new Crown NEOLITE toplift 
compares with the ordinary toplift used on most of 
today’s high-fashion heels . . . how the Crown 
NEOLITE toplift resists abrasion... spreading... 
shifting. How long, hard wear leaves it firm, level 


and neat looking. 


If you manufacture or retail high-fashion shoes with 





‘ “ apike, needle or stiletto heels, you will want to know 
Ordinary heel Crown NEOLITE the full story about the new Crown NEOLITE 

lift after heel lift after same me : ; : 

permel weer emsient of weer toplifting. For free samples and the revealing details, 


mail the information blank. 











HEOLITE, OF EL ASTOMER HEIN BLEND, 1. @ —— THE GOODTEAR TIRE & HUBBER COMPANY, AnROR, OMIe 
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new topliiting 
high-fashion heels! 
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wont shift! 





Pa eee ee ee ee " sida saad AarEoes 
| 
| FOR FULL INFORMATION... 
Mail thia form to: 

Ni EQ I : 5 oa | Goodyear, Shoe Products Division, Akron 16, Ohio 

| Please send free samples and full details 

SOLES - HEELS - TOPLIFTING | of new Crown NEOUTE Toplifting, 

Made only by Name 
GOOD*Y os 
| EA | 2 am pany 
Ze | Address 

| City ini ‘ on eee State 
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BEFORE HE CALLED HIMSELF A GARRETT EXPERT... an old-time 
leather worker, proud of his akill. He's spent 43 years handling the 
plump, choice calfskins that Barrett agents search for in America, 
France, Northern Italy, Switzerland. His experience helps us select 
the “gem’’ skins we tan into Angora* Calfskin, Smoothest, 
supplest, most lustrous calf ever lasted into men's fine shoes 

. . « Angora is the very cream of Barrett's famous leathers, 





For the fineat in calfakin 


* TRADE MARK look for thia label 





Barrett & Company, Inc., Newark, New Jersey 
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ILLUSTRIOUS 
PAIR 
FOR LUSTROUS 
WEAR 


The man who likes to turn out for town 
in properly sophisticated fashion will be 
Wearing suits, hats, coats and other 
accessories that present a distinct 


surface “‘sheen’’ this fall. 


COMMUTER 


Shimmering right along in fine style 

is this Stetson “Pyron Commuter a 
lustrous, elegant version of a strikingly 
handsome pattern of European origin 
Crafted of finest selected calfskin 
smoothed and polished to shining perfection 
Now ready for delivery — to fll the demand 
that national full color advertising 

will create, First come, first served! 

Tur Stevson Suor Company, Ine., 


Sourn Wryaourn 90, Mags 
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fashion 
walks in a 


winter wonderland 


Shi, Boll 


MOXEES 


manufactured by Belgrade Shoe Co., Auburn, Maine 
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This proof of extra value 
helps you make more shoe sales 





d.. 
And they’re sewn with nylon threa 
the strongest thread used in shoes! 








Today's shoppers know and respect the strength and durability of nylon. 


That's why you've got a powerful sales story when you sell shoes sewn with "When U7) sale 


nylon thread. And because smaller thread can be used, nylon lends eye appeal. 


Stitching is closer —adds neatness to greater strength, As ornamental stitching, ha ngs nylon 
nylon thread doesn’t absorb dressing like ordinary fibers, stays clean and good- ure It ny ; 
looking longer. Multiply your selling punch with plus values like these and ake Su 


help your shoe sales climb. 

Leading thread manufacturers use Du Pont nylon and “Dacron’’* polyester 
fiber to produce the strong thread used in many of today’s top lines of shoes 
Check your supplier to find out if the shoes you sell are sewn with nylon or 


REG. u. 5. PAT OFF 
BETTER THINGS FOR BETTER LIVING 
*" Dacron’ is Du Poant'a regiatered trademark far ita polyester fiber see THROUGH CHEMISTRY 


NYLON 


“DACRON" 


Vu. 8. PAT, OFF 


“Dacron”, so you can take advantage of this extra sales feature. 


for sewing thread 


POLYESTER FIBER 
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TUX Trees 
are inserted in a jiffy. 
Attractive ie : 
spring action. Just four ¢ 
sizes to fit practically 
all men’s shoes, 



















Adjustable 
PACK FLAT Trees. 


Stock just four sizes of this long 
time favorite. Good seller 
popularly priced men’s and 
women’s models, standard or 
moccasin foreparts. 













Children’s 
Trees 
automatically adjust 
to width. Each tree 
size adjusts to several @ 
full shoe sizes, 


sS 






— 2 ae Ga-Lite Trees 
‘ for women, attractively os 
packed on display a 
card, Available in five ~ 
eye-catching colors, 
Ideal for open or 
abbreviated patterns, 


point ’ 
your way 





o PROFITS 





Spring 
EXTENSION 
Trees 


are automatic, self- 
adjusting. Spring 
exerts steady 
»yressure, extends 
reel portion back 
against heel of shoe. 










Bete Trees 


have the famous 
“Easi-Turn” knob for 
verfect adjustment 
Ventilated forepart. 
Also available 

in moccasin model 













with modern MILLER TREES 


Suggest Miller Trees with every shoe sale. The profit is 
good, Your dollar volume receives an important boost the 
more times a salesman says: ‘How about Miller Trees 
for your new shoes?” 

For an easy way to extra sales volume at worthwhile 
markups — look into Miller Trees, Your first step to extra 
sales volume is our catalog, “Money Grows on Miller 
Trees’, Just return the coupon for your copy. No obli- 
gation, of course, 


SEE US AT THE SHOW 
National Shoe Fair, Booth 64 and 05, Palmer House Exhibition Hall 


©. A. MILLER COMPANY 
Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 


display and sales 


on your order. 
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1 ©. A. MILLER COMPANY 
Plymouth, New Hampshire 


“Money Growa on Miller Treea’’, 
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Holiday Packaging 

at no extra charge! 
Attractive holiday covers 
five you an extra 





| 
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@acr DYSNEY’S 


& OFFICIAL 
ROUND-UP BOOTS ' 


AS WORN ON THE 
MICKEY MOUSE CLUB TV SHOW ry 


Every week more than 70,000,000 boys and girls make 
up the Mickey Mouse Club TV audience. They see these éJ 
boots on the Mouseketeers and set up a clamor for — 
them... demand that spells profit for you! 


















Easy to stock! White with black trim for girls... black 
with white trim for boys! Official Mouseketeer emblem 
on vinyl insert under leather star, Glove soft leather 


with welted soles. Sizes 514 to 3. © War Pieney 





Mickey Mouse 
Black and Red, 
Pink and White 
trim. Red sole, 


@urp%ney’s 
cuaracter MOUSE SHOES 


Tie in with the Mickey Mouse Club TV show 
with these fast-selling boots and slippers 






Donald Duck 
White and Navy, 


song tina Send now for Trimfoot’s Fall and 
sand Winter 1956 Catalog 


OTHER BIG GELLERS BY TRIMFOOT! 









Jingle Bell 
Red or 

Royal Mue felt 

Sives 3 t0 12 


irouette 
Red or Black velvet 
Sizes 310 12 
andijiod 


Jumper 
Red or Royal Blue 
soft leather 
Sizes 6 10 12 


COMPANY «+ Trimfoot Terrace « Farmington, Missouri 


New York—628 Marbridge Building + Dallas—6-155C Merchandise Mart 
Seattle—222 Terminal Sales Building 
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Ethical Prescription Shoe Fitting 


ln opposing direction to the emphasis which most 
retailers are placing on style there is a growing group 
of merchants who are quietly and successfully meeting 
competition, building sound retail shoe businesses and 
winning the respect and recognition of their com- 
munities without the aid of fashion promotions or other 
style gimmicks, They are the “ethical prescription 
shoe fitters,” and you'll find at least one in every large 
city and trading area in the country. And more re- 
tailers are joining their important ranks every day. 
They function in a sphere all their own, far apart 
from the fast competition and turmoil of the usual 
Very often their stores are 
located away from the “hot” shopping districts—some- 
times upstairs in professional office buildings. Once 


stream of retail trade. 


they have made their initial contact and sale, the cus- 
tomer comes back to them, not because of style or price 


or convenience, but because the ethical retailer has won 
his complete confidence through Service. 


Their investment in their businesses is primarily one 
of time, education and effort. While numbered among 
them are some of the smartest merchants in shoe retail: 
ing and although their places of business represent some 
of the most modern and best equipped stores in the 
country, ethical prescription fitters will agree that 
Integrity, Knowledge and Service are the greatest assets 
they possess, 

“Ethical prescription shoe fitting” is the science and 
business of fitting weak or abnormal feet with corrective 
footwear according to a prescription written by a quali- 
fied doctor, The ethical fitter has a thorough knowledge 
of shoes, shoemaking processes, leathers, foot measur: 
ing and shoe fitting practice, And he has a suf: 
ficient working knowledge of the anatomy of the human 
leg, foot and their bones to interpret the doctor's pre: 
acription, to supervise the installing of interior and 
exterior modifications and alterations to basic shoes 
and to verify the accuracy of the installations, Interior 
modifications are usually made in the store, extensive 
alterations are sent to a shoe maker, who often haa been 
trained in his work by the fitter, 

Our country’s rising birth rate makes ethical fitting 
increasingly important and profitable for the juvenile 
shoe store, Better child care, more frequent physical 
examinations by pediatricians, general practitioners, 
school nurses and health consultants are bringing to 


September 16, 1956 





light the presence of foot trouble which a generation ago 
would have gone unnoticed permanently or until such 
time as the condition became obvious to the parent, 
The ethical prescription fitter who enjoys the con- 
fidence of the medical profession in his community is 
practically assured of steady business and it is a loyal 
repeat business for every new pair of shoes required 
by change of size or wear, The parent of a child who 
has been carefully and correctly fitted for a foot abnor- 
mality is the best advertisement the retailer could pos- 
sibly have. Other children in the family automatically 
become his customers and the woman next door is told 
about the wonderful job that he did on Johnny's feet, 


For the working man and woman the ethical fitter, in 
cooperation with the doctor, performs a most vital 
service, making employable hundreds of thousands of 
workers with foot conditions who, without his services, 
would be unable to perform their daily duties, To others 
he brings the blessing of foot comfort without which 
no man or woman can work at peak efficiency 

and he brings it to them in footwear that is attractive 
and not too different in appearance from conventional 
shoes, 

To the housewife, professional woman and_ office 
worker he brings the same essential comfort, and the 
basic shoes he fits offer a satisfying, if limited, style 
program permitting a choice from a variety of patterns, 
leathers, and colors, 

Antibiotics and other drugs are prolonging the lives 
of older people, keeping them active and on their feet 
and preserving a most important part of the population 
as customers for shoes, Social Security is giving them 
income with which to pay for them, This important 
business logically finds its way to the ethical prescrip 
tion shoe fitter, who brings to these customers the 
comfort that is valued so highly in their declining 
years, 

The ethical prescription shoe fitting operation must 
necessarily rely strongly on manufacturer's in-stock, and 
the service which is available to the retailer of men’s 
and women's and children’s shoes is truly remarkable, 
No longer need a merchant in the smallest town o1 
village hesitate to embark on this important humani 

[TURN TO PAGE 96, PLEASE | 
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FABRIcushon foam-fabric 
lining adds glove- 
like flexibility 
and comfort 

to high styling 
...actually breathes 
... handles like 
ordinary fabric... 


keeps the shape. 


OVER SEPANG 


Over 50 brands... from every important shoe manufacturer ...now feature softer, smarter 
shoes with FABRIcushon foam-fabric lining. (HOW ABOUT YOU?) 


FABRIcushon 


PROCESS PATENTED 
THE KENDALL COMPANY 
Andrews-Alderfer Division 
108565 Home Ave., Akron, Ohio 
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ACME BOOT COMPANY ™ 


Clarkaville, Tennessee 


September 15, 1986 


FAMOUS BOOTS FROM THE HISTORY OF FOOTWEAR 
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During the ninth century, 
European dress was still 
influenced by styles from 
Constantinople, then the 
capital of the Roman 
Empire. Beautifully made 
boots of very soft lea 

ther, gilded, and topped 
with embroidered blue 
hose, were worn chiefly 
by the clergy 
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TODAY eee Americans in all 


walks of life wear Acme Cowboy Boots. 
Authentic western designs from original, 
hand-cut patterns and the world's finest 
craftsmanship in top-quality leathers make 


these the boots that are both picturesque 
and practical. 


RETAIL PRICES: 


tntente'~ $3.95 te $6.95, Boys’ and Girls’ $4.95 te $12.95 
Ladies’ and Men's-—$12.95 te $22.50 






















Justin has if... 


Variety ... Comfort ...Craftsmanship. All the features that combine fashion 
with rugged stamina are offered in genuine Justin boots. Pep up sports and 
casual footwear sales with a line of boots designed for modern living and 
profitable selling. Whether your customers prefer them tall, short or in be- 
tween—-in smooth, lustrous leathers or textured scuff-proof retan—there’s a 
genuine Justin boot that commands attention and offers more stylish comfort. 





LANCER 


Supple 8” full grain 
ebony or mellow brown. Gentle foot sup- 
port and comfort with spring steel arch 
and oak-tanned leather sole, 
and off, yet hugs foot when you walk 


Leather lined tops. Full leather lined tops 
Twill lined varmps. end vamps. 


Style Ne. 3300-——Ebony Style No. 3700-—Ebony 
Style Ne. 3400-—Brown Style No. 3800-—Brown 


$17.95 Retail 


$16.95 Retail 





DRAGOON 





leather boot in 


Easy on 








Debonair and dashing lo-cut 
boot made world famous by 
American combat pilota dur 
ing World War II, Lustrous 
premium quality leather with 
steel arch support, Comfort 
and fit assured by tradition- 
ally superior Justin crafta- 
manahip 


Style No, 667 — EBONY 


$26.50 Retail 


Style Ne, 666 — BROWN 


a ol D>) WESTERN 


LANCER 


Striking new 10” boot for 
town, country and leisure 
wear. Soft premium quality 
leather, Made over an ortho- 
pedically correct last for 
proper fit and comfort, A 
luxury boot in the medium 
price field, Meilow brown, 


Style No, 3802 
$27.50 Retail 


GENUINE 

















made only in 


FORT WORTH 


TEXAS 





RANGE 
BOOT 


Rugged outdoor atyling 
inspired by the range 
country of the Weat 









































RUFF-N-TUFF 


Supple, textured acuff- 
proof desert tan leather 
Rough and tough on the 
outside, yet smooth and 
comfortable on the inaide 
Easy on and off, 8” boot 
with Safe-T-Lite Neoprene 
sole. Lightweight, yet ex 
tremely durable 


Style Ne. 3500 
$13.95 Retail 


LADY LANCER 


Feminine companion to the 
world-famous Justin Lan 
cer for men, Trim, comfort 
atyling in mellow brown 
leather, 8” top and full 
oak-tanned sole with rub 
ber heel, Leather and twill 
lining 


Style Ne, 3401 
$16.50 Retail 
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A Complete Line of 
Cowboy Boots With 
Full-Profit Markup 


Genuine Justin cowboy 
boots are available in more 
than 650 “in stock’ atyles 
America’s moat diatinetive 
boots, famous for comfort 
and quality since 1879 


DEALERS: 
Write or wire... investigate 
this profitable merchandis 
ing program, 


© full-Profit Markup 
@ in-Stock Service 





P. O. Box 548 
Fort Worth 1, Texas 


W hove Bok Making JF Stell, a Bine Bad 





forced 
rough weather 
tion, Durable, 
weight Bafe 
soles and heels 


Vamps and tops of this 
10” boot are sur 
tured ‘‘ruff-out 
leather with amooth in 
terior Full Goodyear 
welt and special rein 
insoles 


ple tex 


protec 


Siyle Ne, 3502 
$17.50 Retail 
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SYLFLEX SPORTS BOOT 


Permanently water repellent 
&” lace boot of soft durable 
Syiflex* tanned leather, , 
Hleavy duty nylon stitching 
for long wear, Spring ateel 
arch support, Markaman live 
rubber solea and heels grip 
wet slippery surfaces 


Style No, 9020 $19.95 Retail 
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*Trademark 
Dew- Corning Corp 
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LITTLE YANKEE DEALERS had the right shoes, at the right time, 
at the right price to get action at the cash register 
RIGHT thru the back-to-school season! And Yankee's in-stock service 


is ready now, as always, to ship your fill-in stock. TRY IT! 


Little Yankee Shoes 


THE FASTEST-GROWING LINE FOR GROWING FEET 
THE YANKEE SHOEMAKERS, Division of Sam Smith Shoe Corp, NEWMARKET, NEW HAMPSHIRE 


September 16, 1956 19 

















BANISTER’S 


Ba varian 






Retailing for $24.50 to 
$75.00, slightly higher 
Denver, West. 





ORIGINAL STYLING FROM ABROAD 


A refreshingly new 


sales stimulatin g shoe! 


Since 1845— 
The Proudest Name in Footwear 


anister, of course, would be the first to 
introduce the best of international shoe styling 
to this country. This model has the earmarks of 
masterly, imaginative design that is found in 
the fashion centers of Europe and is so widely 
admired and so saleable over here. 
Flawlessly fashioned by Banister master crafts- 


men of rich, polished calfskin—also in deep 
napped French skins in stone and blue. As 
Banister’s national advertising is informing 
America’s elite “you'll find them in better shoe 
departments”, Better have the Bavarian on hand 
when they come alooking —order now, limited 
edition, Priced to retail about $28.95. 


JAMES A. BANISTER COMPANY, SOUTH WEYMOUTH 90, MASS. 


111 years of most illustrious shoemaking achievement 
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win Clapp Shoes 


Style CP 26 


WITH UNERRING INSTINCT for masculine fashion, the 
Edwin Clapp selections this season again highlight the 
superb blending of craftsmanship, styling and quality 


which set these shoes apart from all others . . . which 


make them one of a man's most prized possessions. No Stas 


tisnen 1e>° 


other shoe can boast such consistent customer-loyalty . . . IN-STOCK 


no other shoe can so effectively win new customers for you! 


AMERICA’S FINEST SHOES FOR MEN 


Style RV 28 
Write for your copy of 
new In-Stock catalog 
. and information 
regarding an Edwin 
Clapp franchise, EDWIN CLAPP & SON, INC. 
East Weymouth, Mass. 


Style CP 06 

















So much lighter - Much more flexible - Need no breaking in ! 


BILTRITE NURON-FLEX OUTERSOLE is so light it 
floats .. . as flexible as your foot from the very first 
step. Durable and damp-proof — never warps or stiffens, 
Truly the most comfortable bottom for any golf shoe, 


NEW SPECIAL STEEL TAB CONSTRUCTION 
anchors spike receptacles securely so they cannot tlt or 
cause lumpy or ridged innersoles. The wearer never 
feels the spikes. Stainless spring steel tabs eliminate the 
need for plates and midsoles. Threaded spike receptacles 
take any standard spike. 


oo 


WY todayy health Van 


SOLES COME READY TO SEW ON using your 
usual equipment. Soles are already punched with recep- 
tacles inserted and can be sewn directly to the welt. No 
need for thick, heavy midsoles that stiffen and add 


weight to most other golf shoes. 


TOPLIFTING GOLF HEELS ASSEMBLED COM. 
PLETELY with four receptacles permanently embedded 
in top grade 9 Iron toplifting. Receptacles cannot twist 
or loosen, Heels are ready to “spank” on or “slug” on 
with present equipment. Molded beveled breast golf 
heels are also available. 














Leathee... 


FOR YOUNG AMERICA, 


se 


SANDIER 


OF BOSTON 


a = ~ 





SHOES: "Squassel” 
Style No. 742 

Mic Moc—Hand Lasted 
Sandler of Boston 
Boston 19, Mass. 


LEATHER: Rueping's 
TOMAHAWK Black 


Casual but fashion correct! Another campus 
favorite in leather...smartly styled by 
Sandler for young America. Featured is Rueping’s 
TOMAHAWK leather, unrivalled in its smooth, 
rich beauty...known and preferred 
wherever fine shoes are sold. Ask for Tomahawk, 
in the new and complete range of colors... 


ready to step into the season ahead. 





RUEPING 
fone leallect fot fie -dhoep- 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A, 
































Scoacial Production inl zee Price 
Range Revealed by New Study 


For the second time since 1953, the Bureau of the 
Census in Washington, D. C., has prepared a com- 
plete analysis of United States shoe production by 
retail selling prices. This study was made at the joint 
request of the National Shoe Manufacturers Associa- 
tion and the New England Shoe and Leather Associa- 
tion and paid for by these two associations, 

This is a most important study and furnishes a com- 
prehensive picture of the entire 1955 shoe production 
end the price ranges that have received the greatest 
concentration of activity. It is interesting to note the 
shift that has taken place since the original study was 
made. In 1953, 59.3 per cent of the total output of 
shoes was made to retail to the consumer for $6.00 or 
In the 


previous study, 53.6 per cent of all women’s shoes pro- 


less. In 1955 that figure rose to 60.7 per cent. 


duced in the United States were made to retail at $5.00 


or less; the 1955 survey shows an increase in this cate- 
gory to 56.2 per cent. 

In the men’s branch of the industry, 58 per cent of all 
dress shoes produced were to retail at $10 or less as 
against 56.8 per cent three years ago. 

The study further reveals that in 1955, 14.2 per cent 
$10 and ove: 


bracket as compared with 16.4 per cent in 1953. 


of all shoes manufactured were in the 


In the tables shown here the retail selling prices were 
computed from manufacturers’ selling prices. The per- 
centages were prepared by the Bureau of Census and 
the number of pairs data were computed from the 
1955 total figures collected from shoe manufacturers 
by the Bureau of the Census, 

Here is an important yardstick, a valuable tool of 
the trade, for it graphically portrays the scope of the 
U. S. shoe production as it applies to the various price 

[TURN TO PAGE 28] 





1955 Women’s and Children’s Shoe Production by Retail Prices 


RETAIL SELLING 





PRICE WOMEN’S MIISSES’ AND CHILDREN’S — INFAN r S’ AND BABIES’ 
(Dollars per Pair) % Pairs % Pairs % Pairs 
1955 Production 100.00 278,132,000 100.00 68,487,000 100.00 36,615,000 
Up to $ 1.00 (1) (1) (1) (1) 
$ 1.01 to 2,00 6.5 18,079,000 2.7 1,849,000 13.4 4,906,000 
2.01 to 3.00 12,2 33,932,000 22.7 15,548,000 44.2 16,185,000 
3.01 to 4.00 19,2 53,401,000 22.0 15,067,000 15.8 5,785,000 
4.01 to 5.00 18.3 50,898,000 16.1 11,026,000 12.5 4,577,000 
5.01 to 6,00 8.2 22,807,000 8.1 5,547,000 10.6 3,881,000 
6.01 to 7.00 7.9 21,972,000 18.9 12,944,000 2.0 732,000 
7.01 to 8.00 5.3 14,741,000 6.6 4,520,000 L.5 549,000 
8.01 to 9.00 5.4 15,019,000 2.1 1,438,000 (2) (2) 
9.01 to 10,00 3.5 9,735,000 0.8 548,000 
10,01 to 12.00 8.1 22,529,000 (2) (2) 
12.01 to 14.00 2.2 6,119,000 
14.01 to 17.00 2.1 5,841,000 
17.01 to 20.00 0.7 1,947,000 
20.01 and over 0.4 8 RPE egret” ire oa 
()Combined with higher price line to avoid disclosing operations of individual companies. 
‘2)_Combined with lower price line to avoid disclosing operations of individual companies. 
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Roger Selby Purchases Company’s Foreign Interests 


PortsMouTH, O.—A further develop- 
ment in the altered control set-up at 
the Selby Shoe Company involves the 
recent deal by Roger Selby in which 
he took over the company’s foreign 
interests, services and license agree- 
ments including every trade mark and 
patent. 

This international business, started 
by Roger Selby some 25 years ago, has 
been growing ever since. Selby had 
been selling shoes on an extensive for- 
eign basis successfully when altered 
world conditions made it almost impos- 
sible to export shoes from the United 
States due to high tariffs and other 
restrictions. Roger Selby then hit 
upon the idea of establishing licensees 
in many of the foreign countries. 

The new company will be called Sel- 
by International and the home office 
will continue to be in Portsmouth. The 
New York offices will be located in the 
Empire State Building. In addition 
to Roger Selby, G. F. Lang, who was 
treasurer and controller of the Selby 
Shoe Company for 18 years, will now 


take an active part in the new organ- 
ization. Elsa Metzger will continue 
as style and fashion coordinator. 
Present foreign department personnel 
continues to be headquartered in Ports- 
mouth. 

Selby International is said to be 
planning to expand operations. 

Said Roger Selby, “In purchasing 
these foreign interests and continuing 
our brand of service without disrup- 
tion, I feel I am fulfilling a personal 
obligation. There has always been a 
close and friendly relationship between 
licensees and the home office and we 
will continue on that basis. Operations 
will be tailored to the individual needs 
of each licensee. We expect to expand 
and give better service than hereto- 
fore. We intend to offer our services, 
technical know-how and operations in 
foreign lands to American manufac- 
turers of products non-competitive 
with Selby’s. We will be ready to 
work with anyone who wants to manu- 
facture or sell, import, export or 
establish licenses.” 





Paul O. MacBride Chosen 
To Head National Shoe Fair 


NEw YorK—Paul O. MacBride, one 
of the best-known figures in the Ameri- 
can shoe industry, has been elected 
chairman of the National Shoe Fair 
which opens in Chicago October 28. 

He replaces the late A. J. Brauer, 
Jr., who died last month. 






PAUL O. MAC BRIDE 


Mr. MacBride, president of the Mil- 
ford (Mass.) Shoe Company, which he 
founded in 1920, has been associated 
with the industry since before World 
War I. At the outset he was with the 
W. H. McElwain Shoe Company. 

Active in industry affairs for many 
years, Mr. MacBride is a director of 
both the National Shoe Manufacturers 
Association, Inc., co-sponsor of the 
Shoe Fair, and also of the New 
England Shoe and Leather Association. 
He assumes leadership of the commit- 
tee which has overall supervision of 
the National Shoe Fair, annually 
staged by the manufacturers associa- 
tion and the National Shoe Retailers. 
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Julian & Kokenge Acquires 
Marshall, Meadows, Stewart 


CoLumsus, O. — The Julian & 
Kokenge Company, here, announced the 
purchase of all outstanding capital 
stock of Marshall, Meadows & Stewart 
Company, Auburn, N. Y., and the 
acquisition of British Walker shoes for 
women from the J. P. Smith Shoe Com- 
pany, Chicago. 

According to Herbert Lape Jr., presi- 
dent of Julian & Kokenge, Marshall, 
Meadows & Stewart will continue 
operations in Auburn and Weir 
Stewart will continue as president with 
Weir Stewart, Jr. as secretary. 

Mr. Lape emphasized that the same 
fine quality which has characterized 
British Walkers will be maintained. 

“We are delighted with this fine 
addition to the J & K organization,” 
Mr. Lape said, “as Marshall, Meadows 
& Stewart have enjoyed an enviable 
reputation for distinctive shoemaking 
for more than 30 years. In addition to 
their own excellent product they will 
also manufacture British Walker shoes 
for women, recently acquired from J. 
P. Smith Shoe Company, Chicago.” 


Jerome C. Potashnick 
Elected President of Joyce 


CINCINNATI—Jerome C. Potashnick 
was elected president of Joyce, Inc., 
makers of Joyce shoes for women, a 
subsidiary of U. S. Shoe Corporation, 
it was announced. 

Mr. Potashnick succeeds William H. 
Joyce, Jr., who will remain with the 
company in an advisory capacity. At 
the same time Robert Stix was elected 
to the board of directors of Joyce, Inc. 
and was appointed assistant general 
manager of the company. 


General Shoe’s President 
Honored for Lengthy Service 


NASHVILLE — General Shoe’s presi- 
dent, Henry W. Boyd, Jr., was tendered 
a happy anniversary ceremony staged 
by Maxey Jarman and members of the 
company’s administrative committee, to 
mark his twenty-fifth year with the 
company. 





Henry W. Boyd, Jr., right, president of 
General Shoe Corporation, receives 
plaque from Maxey Jarman, board 
chairman, commemorating the former's 
twenty-fifth year with the company. 


The occasion was a business luncheon 
at which Mr. Jarman presented his 
associate with a 25-year service plaque 
and an engraved silver box from indi- 
vidual members of the committee. 

Mr. Boyd joined the shoe company 
on July 13, 1931, soon after gradua- 
tion from Cornell University. From 
the mail desk and a succession of other 
jobs, he advanced to treasurer, vice- 
president and then, in 1947, to the 
presidency of General Shoe. 





Companies Named to Make 
Two Keith Men’s Lines 


BROCKTON, Mass.— Jean R. Keith, 
president of the Geo. FE. Keith Com- 
pany, announced that henceforth his 
company’s Keith Highlander line of 
men’s shoes will be made by French, 
Shriner & Urner Manufacturing Co., 
of Boston, and that the Walk-Over 
men’s line will be made by Stone-Tar- 
low Company, of Brockton. This, he 
said, is part of the Keith Company’s 
“long-range plan for consolidating its 
merchandising, manufacturing, and re- 
tail operation.” 

Distribution of the two lines will 
continue to be handled by the Keith 
organization and an improved in-stock 
department is an integral part of the 
Keith plan. 

Both lines will be made to specifica- 
tions set up by Keith, and Keith-owned 
lasts and patterns will be used by both 
msnufacturers. 

To assure maintenance of all those 
qualities so long associated with these 
two lines, Mr. Keith said, key super- 
visory executives will continue in their 
present positions. These include Fred 
Belyea, a vice-president and factory 
superintendent; and Leon French, pur- 
chasing agent. The Keith company’s 
pattern staff also will continue as be- 
fore. 
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BostoN—Thoughtful merchants who 
make a practice of long-range plan- 
ning will find much of value in 
speeches to be made October 22-23 at 
the twenty-eighth annual Boston Con- 
ference on Distribution. Experts in the 
field of marketing will discuss a wide 
range of subjects at the two meetings 
in the Hotel Statler. 

Retailing as a career and attracting 
and keeping retail executives will be 
discussed, respectively, by C. E. Mc- 
Carthy, president of Allied Stores Cor- 
poration, and Kenneth Kramer, man- 
aging editor of Business Week. New 
advertising and marketing concepts is 
the subject chosen by Robert E. Ken- 
yon, Jr., publisher of Printers’ Ink, 
and Fessenden S. Blanchard, noted 
marketing consultant, will talk on the 


New Distribution Trends Subject of Boston Conference 


effects on the American market of 
trends in recreation. Coming even 
closer to home, Abraham Feinberg, 
board chairman of Julius Kayser & 
Company, will discuss “Is Fashion the 
Missing Key to Improved Distribu- 
tion?” There will also be addresses 
covering business trends by nationally- 
known authorities such as John G. For- 
rest, financial and business editor of 
The New York Times; Howard T. 
Hovde, vice-president of the Econo- 
metric Institute and trustee of the 
National Association of Wholesalers, 
and Dr. Stanley F. Teele, dean of the 
Harvard Graduate School of Business 
Administration. 

Director of the conference is Daniel 
Bloomfield, who also heads the Retail 
Trade Board of Greater Boston. 





Harold R. Quimby Dead 
After Heart Attack in Florida 


St. PretrerspurGc, FLaA.—Harold R. 
Quimby, former executive secretary of 
the National Shoe Manufacturers As- 
sociation, died of a heart attack on Sep- 
tember 9. Mr. Quimby became associ- 
ated with the NSMA in 1944 and served 
as secretary until December, 1955, when 
he was forced to retire because of a 
heart condition. 

He had been associated with the shoe 
industry all of his business life. 

At one time he was manager of the 
advertising department of the Thomas 
G. Plant Company, and later he was 
director of Brown, Lockwood and Dav- 
enport Company, publishers of man- 
ufacturing, planning and retail shoe 
publications. He also served as edi- 
tor of Creative Footwear, a shoe and 
leather publication. In March, 1943, 
he took a leave of absence from Creative 
Footwear to become head of the Trade 
Section of the Footwear Rationing 
Branch of OPA, and continued in that 
post until he went with the NSMA. 

Services were private and held in 
St. Petersburg, Fla. 





Salz Tanners Appoints 
Loewenstein Export Agent 


San FrRANCIScCO—Hermann Loewen- 
stein, Inc., New York City, has been 
appointed an export agent for A. K. 
Salz Co., tanners, Santa Cruz, Calif., 
according to Norman Lezin, president 
of the leather firm. 

Mr. Loewenstein will be the exclusive 
agent for Europe, Central and South 
America, Cuba, Puerto Rico and Japan. 

Rudolph Correll, president of Loew- 
enstein, says his company will handle 
the sales of California Saddle Leather 
and other fine grain leathers made by 
Salz, as well as rough and finished split 
leathers. 

The tannery is represented in the 
Philippines and Honolulu by Liebman 
& Cumming, San Francisco, 
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To Buy Men’s and Boys’ Shoes 
For Three Dallas Stores 


DALLAS, TEX.—Eugene Kahn Sanger, 
president of E. M. Kahn & Co., an- 
nounced the appointment of Austin B. 
Vail as buyer of men’s and boys’ shoes 
for the three Kahn stores—Main and 
Lamar, Wynnewood and Inwood Vil- 
lage. 





AUSTIN B. VAIL 


Mr. Vail came to Dallas in 1945 after 
service in the U. S. Marines, when he 
opened a store here for General Shoe 
Corporation. Later, he was with Ring 
and Brewer as buyer of shoes and just 
previously to coming with Kahn’s, he 
was buyer of men’s and boys’ shoes for 
Sangers for three and one-half years. 


Gains Shoe Board Post 


St. Lours—Pat Wheelless, fashion 
coordinator for Johnson-Stephens & 
Shinkle Shoe Company, has been named 
to the Shoe Fashion Board of St. Louis, 
it was announced by Jaclyn Meyer, 
board chairman. Prior to joining the 
shoe manufacturing firm, Miss Wheel- 
less was associated with the fashion 
department of Stix, Baer & Fuller, 
local department store. She fills a board 
vacancy created last April by the resig- 
nation of Miss Evelyn Farber. 





Mark-Up Talk on Agenda 
At Shoe Fair Workshop 


CuHIcAGO—One answer to the “mark- 
up” question will be provided at the 
National Shoe Fair in Chicago when 
Edward H. Richer, vice-president of 
the Grey Advertising Agency, Inc., of 
New York addresses a Shoe Retailers 
Workshop breakfast meeting in the 
Grand Ballroom of the Palmer House, 
October 30. 

Because of the constant cry “more 
mark-up,” Mr. Richer said he has un- 
dertaken considerable research on this 
acute retailer problem. 

“I already have come up with some 
interesting developments,” Mr. Richer 
said. “I am convinced there is a lot 
more than making a profit today in 
retailing, than simply saying, ‘I’ve got 
to have 45 per cent initial mark up.’ It 
involves a number of things, but par- 
ticularly the importance of good qual- 
ity, well-styled merchandise.” 

A graduate of Northwestern Univer- 
sity and a faculty member there for 
five years, Mr. Richer was advertising 
and sales promotion director of Hart 
Schaffner & Marx from 1936 to 1942. 
He moved from this post to become 
promotion director of the Chicago Sun 
soon after it was founded and in 1944 
served in Washington on special as- 
signment for the Office of Strategic 
Services. 

Executives of both the National Shoe 
Retailers Association and the National 
Shoe Manufacturers Association believe 
that the discussion of mark-ups will 
provide practical information for the 
improvement of sales for retailers at- 
tending the Fair. A take-home hand- 
book, containing the pertinent facts 
covered in Mr. Richer’s presentation, 
will be given to those attending the 
lecture. 


General’s Hoving Deal OK 
Says Justice Department 

WASHINGTON, D. C, The present 
Administration has decided not to in- 
terfere with purchase of the Hoving 
Corporation by the General Shoe Cor- 
poration. In Washington the Depart- 
ment of Justice says there is nothing 
in the consent decree entered into 
recently by General that requires the 
shoe manufacturing firm to seek gov- 
ernment approval for an acquisition of 
this size. Hoving does less than 25 per 
cent of its volume in shoes. The Justice 
Department says it has received no 
formal request to examine the details of 
General’s purchase of Hoving, and it 
does not believe any detailed examina- 
tion is warranted. This means that the 
Bonwit Teller specialty shops, which 
are operated by the Hoving Corpora- 
tion are now an unchallenged part of 
the General Shoe Corporation organi- 
zation. 
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Men’s* and Boys’ 1955 Shoe Production by Retail Prices 


RETAIL SELLING 


PRICE MEN’S DRESS 
(Dollars per Pair) % Pairs 
1955 Production 100.00 79,903,000 
Up to $ 1.00 
$1.01 to 2.00 RAP shoe 
2.01 to 3.00 0.3 240,000 
3.01 to 4.00 1.5 1,199,000 
4.01 to 5.00 3.1 2,477,000 
5.01 to 6.00 6.2 4,954,000 
6.01 to 7.00 6.8 5,433,000 
7.01 to 8.00 14.5 11,586,000 
8.01 to 9.00 16.5 13,184,000 
9.01 to 10.00 9.1 7,271,000 
10.01 to 12.00 16.5 13,184,000 
12.01 to 14.00 114 9,109,000 
14.01 to 17.00 5.1 4,095,000 
17.01 to 20.00 6.3 5,034,000 
20.01 and over 27 2,157,000 


MEN’S WORK YOUTHS’ AND BOYS’ 


% Pairs % Pairs 
100.00 26,204,000 100.00 20,971,000 
(1) (1) 5.9 1,237,000 
4.9 304,000 11.1 2,328,000 
2.0 124,000 22.1 4,635,000 
14.0 869,000 16.6 3,481,000 
rf 447,000 22.8 4,781,000 
13.5 838,000 10.3 2,160,000 
13.9 862,000 8.8 1,845,000 
9.6 596,000 1.6 336,000 
19.9 1,235,000 0.6 126,000 
8.9 552,000 0.2 42,000 
4.2 261,000 
1.7 105,000 
0.2 12,000 


‘).Combined with higher price line to avoid disclosing operations of individual companies. 
‘2)__Combined with lower price line to avoid disclosing operations of individual companies. 


“Includes military shoes. 





[CONTINUED FROM PAGE 25] 


levels. Manufacturers, by studying these figures can 
evaluate their place in the national, overall picture. 

More important, this analysis by price categories 
enables retailers to judge their own local markets realis- 
tically. From this breakdown of data, it is possible for 
them to determine just exactly what market target they 
are aiming at. If, for example, a retailer is emphasiz- 
ing a line of women’s shoes selling in the $14 and up 


1955 Slipper Production by Retail Prices 
Also Miscellaneous Footwear 


RETAIL HOUSE ALL OTHER 
SELLING PRICE SLIPPERS FOOTWEAR 
Dollars per Pair % Pairs % Pairs 
1955 Production 100.00 59,913,000 100.00 6,748,000 

Upto$ 1.00 28 1,678,000 (1) (1) 


$1.0lto 2.00 37.1 22,227,000 (1) (1) 
2.0lto 3.00 19.6 11,743,000 (1) (1) 
3.01to 4.00 17.8 10,665,000 18.6 1,254,000 
4.01to 5,00 14.1 8,448,000 16.4 1,107,000 
5.0lto 6.00 5.3 3,175,000 44 297,000 
6.01lto 7.00 2.3 1,378,000 9.6 648,000 
7T0lto 8.00 0.6 359,000 144 972,000 
8.0lto 9.00 0.3 180,000 7.2 486,000 
9.01to 10.00 0.1 60,000 8.8 594,000 


10.01to 12.00 (2) (2) 7.7 519,000 
12,.01to 14.00 (2) (2) 4.0 270,000 
14.01to 17.00 (2) (2) 4.3 290,000 
17.01 to 20.00 2.5 169,000 
20.01 and over 2.1 142,000 


‘2)Combined with lower price line to avoid disclos- 
ing operations of individual companies. 
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category, he is aiming at a market consisting from 
two to three per cent of the total women’s shoe market. 
Of course, conditions may vary from one locale to 
another, Incomes may be higher in his locality than in 
others but at least this startling statistic signals for 
him the importance of studying his local market to 
determine just what percentage of the women’s shoe 
market he is aiming at. 


1955 Total Shoe Production 
By Retail Prices 


Dollars per Pair Per Cent Pairs 
1955 Production 100.00 576,973,000 
Up to $ 1.00 0.3 1,731,000 
$1.01 to 2,00 8.2 47,312,000 
2.01 to 3.00 13.7 79,045,000 
3.01 to 4.00 15.7 90,585,000 
4.01 to 5,00 14.5 83,661,000 
5.01 to 6.00 8.3 47,889,000 
6.01 to 7.00 8.6 49,620,000 
7.01 to 8.00 6.7 38,657,000 
8.01 to 9.00 6.2 35,772,000 
9.01 to 10,00 3.6 20,771,000 
10.01 to 12.00 7.2 41,542,000 
12.01 to 14.00 3.1 17,886,000 
14.01 to 17.00 2.0 11,539,000 
17.01 to 20,00 1.3 7,501,000 
20.01 and over 0.6 3,462,000 
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OHIO ANNOUNCES WITH PRIDE... 








a new concept 
in men’s shoe leather 


Susate 


SHRUNKEN GRAIN CALF 


Here is the ultimate expression of the tanner's skill — 
ROTOLO, finest shrunken grain calf ever achieved. This 
new leather is distinguished by a uniformity of texture that 
is maintained throughout the shoemaking process .. . and 


retained for the duration of its long life. 


The masculine good looks of ROTOLO are well suited 


to the Continental-styled men’s shoes as well as the 


QUALITY CALF LEATHER 


classic types... in black and colors. 


THE LEATHER COMPANY 


Girard, Ohio 






































5 MILLION LBS. 


equals enough to tie a bow 
on the finger of each of the 
world’s nearly three billion 
people-—to remind him that 
Premier is the successful 
synthetic sewing thread .. . 
a production record which 
has never been equalled. 


























5 MILLION LBS. 


equals SE miles — 
enough Premier synthetic 
sewing thread to reach al- 
most to the Sun... a pro- 
duction record which has 
never been equalled. 











MILLION POUNDS 
nthetic Sewing Ihreads 





ll of it SUCCESSFUL 


All of it by PREMIER 








At your service is Premier know-how — both as to how to manufacture 
successful synthetic stitching threads , and as to how you can use them 
with profit. We originated the methods of making these modern threads 


successfully, and we developed the proper methods of applying them. Now, 






INCORPORATED 
PAWTUCKET, RHODE ISLAND 


Technical Service Staff 


5 MILLION LBS. 


equals twenty-five hundred 














tons —- enough to establish 
Premier as far and away the 
world’s foremost producer 
of synthetic sewing thread 

.@ production record 
which has never been 
equalled. 





works with you on request 
to upgrade your shoe line 
— shows you how to stitch 
with Premier synthetic 
threads throughout for a 
finer product, better sales 
acceptance, more economi- 
cal production. 











NEW HORIZONS... FOR SHOES In °5? 
All Eyes Are On... 


Recorder {bik b 
MATTONAL SHOE FAIR ASCE 
















Occupation __ “ped How I lnflnences Shan Salen——B————— 


Populat ion... 






and How It Influences © pt 


The United States Shoe Market 
Selling and Merchandising = 
Product Appeal od ie 
Population A 


Personal Income | = : 









SHOE MARKETING MAP of 






Stvle Trends BOOT and SHOE RECORDER’s National Shoe Fair Issue offers you your 
first opportunity of telling more than 23,000 interested subscribers of your 

A preview of important plans for 1957. Every RECORDER subscriber will read your advertise- 
style trends to come will ment whether he attends the Fair or not. This issue will be retained for 
make this “big issue” of many months to come and will be used as a guide in buying by retailers, 


the RECORDER the memufacturers and pam of allied products, in the seasons ahead. 


most intently read of the 
year. Important buyers all 
over the country will read 
your advertising message 
with great interest too. 











Recorder Baily " 
Edited, Printed and Distributed “On The Spot” in Chicago 


October 28, 29, 30 at: the TIONAL SHOE m 


Everyone at the Fair will read 
BOOT and SHOE RECORD- 
ER’s National Shoe Fair 
DAILY because it contains all 
the news of events and person- 
alities and is distributed to the 
sleeping rooms of all in attend- 
ance — before breakfast each 
day. An advertisement in the 
DAILY will build traffic in 
your display rooms and mean 
additional business for you. 


REACH the NATION and “The FAIR” with YOUR PLANS for "$7. Bink: your SPACE i in these 2 Great Media TODAY 
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These sports boots by the H. H. Brown Co. 
of Worcester, Mass., makers of the famed ‘‘Gorilla’”’ brand, 
would have filled Big Paul with longing. Of course, 
size would have been a problem, but not quality .. . for they’re 
built to withstand plenty of rough, tough, rugged wear. 


The sole, of course, is non-slip, non-skid 
Vul-Cork Neoprene, the really resilient sole, that provides 
lasting insulation against heat or cold. 
If you make, buy or sell work shoes, look at the sole first. 
If it carries a Vul-Cork Micro-Cell label, you’ll get more 
than your money’s worth. 


8” Side seam Sports Boot 
Insulated Construction vf 
Leather Stormwelt. SN 44 


21” Micro-Cell Vul-Cork NAY ‘ 


4 sole and heel. 
Smokey Says: 


Only you can 
prevent forest 
fires. 


VUL- CORK &VULCORK NEOPRENE 


. . . 80 light, so flexible, so resilient, you can roll them up. . . right in the palm of your hand. 
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FASTEST! 


. . » featuring genuine welts and 


compo construction ‘from tots to sub-teens 


suggested retail for most styles $550 to $6 


A few styles slightly higher. } 


Send for our catalog today. 
! 
schist Write us for franchise for your city. | 
A © 2 RC ALB 17 oO R.s8 S HOE Oo cs Tae Raa eee 


ONE ISLAND STREET, LAWRENCE, MASS. 
Division: Consolidated National Shoe Corp. 
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Fashion celebrity in 


Flubschman’s Cait. i 


Viva, a sleek 
and slender Adores pump 
visualized in 
Chevron #3335 
but available in 
all Hubschman colours 
... from the 
talented mind of 
Dori Shoe Company 
Lynn, Mass. 


' 
f 
j 
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E. Hubschman & Sons, Inc., Philadelphia 23 * Fashion Office: Empire State Building, New York 1 
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Footwear Sales Step Up 


when CELASTIC BOX TOES 
Step Forward! 


Why? Because mother, dad and the little ones all appreciate the toe comfort 


Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes. 

Footwear for dress or play . . . lined or unlined . . . every style benefits 
— and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 


UNITED SHOE MACHINERY CORPORATION + SOSTON, MASS. 
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Custom Procedures Simplified 


Black Shoes for the Army 


False Pre-Ticketing 


Leather Goods Tax 











Congress, after 11 years of prodding by two Administrations, this year 
passed legislation simplifying customs procedures. 

The principal provision in the new law changes the method of valuing 
imported goods for custom duty purposes. Old laws require the goods 
to be appraised on both “export value” and “foreign value,” and taxed 
on the higher of the two. The new law substitutes a single base, foreign 
value, except for a few goods on which the change would produce tariff 
cuts of more than five per cent. 

President Eisenhower says the new customs law will be particularly 
helpful to small or inexperienced importers, and free them “from customs 
complications and pitfalls.” It will also, according to the President, per- 
mit businessmen “to predict with greater certainty the amount of tariff 
duty to be paid on imports,” and will reduce delays in assessment of 


duties. 


Army officers and enlisted men are now required to wear black low-cut 
shoes and black socks when in uniform. The new style became mandatory 
on September 1. Brown shoes, which were regulation garrison footwear 
for a half a century, were replaced by black shoes as part of the Army’s 
program for “improving the appearance” of uniformed personnel. 
Federal Trade Commission officials, already engaged in a drive against 
discrimination in the granting of promotion allowances to merchants, are 
cracking down on false pre-ticketing. They have already filed complaints 
in the jewelry and food fields, and plan moves in other industries—appli- 
ances and textiles may be early targets. 

Manufacturers have told the Federal Trade Commission that the 
practice has grown because of the increasing demand by consumers for 
“hot bargains, real or fancied.”” FTC will move against the most “flagrant” 
violations first, hoping that will stop fictitious pre-ticketing. 

Manufacturers tell the government that some retail buyers “demand” 
fictitious pre-pricing. FTC warns that those who do are guilty of aiding 
and abetting an illegal practice. Even knowingly selling goods with false 
tickets is illegal they point out. 


Congress will be asked early next year to end the 10 per cent federal excise 
tax on handbags, wallets, key cases, and luggage sold at retail for five 
dollars or less. 

Representative Richard M. Simpson (Pennsylvania Republican) in 
the closing days of this year’s session of Congress introduced legislation 
to carry out this and other changes in the federal excise tax structure. 
Mr. Simpson says he hopes taxpayers will study his proposal carefully 
between now and the convening of the new Congress in January so that 
action may be taken next year. He also is urging the Ways and Means 
subcommittee on excise tax policy to hold public hearings on his proposal. 

The National Retail Dry Goods Association endorses the Simpson bill 
and is asking retailers to write Congressman Simpson, thanking him for 
sponsoring the corrective legislation and indicating their support of the bill. 

In addition to the leather goods named above, the Simpson bill also 
calls for an end to the 10 per cent federal excise on silver-plated table- 








Prepaid Excise Taxes 


1953 Manufacturing Income 


Pre-Merger Bill Next Year 


The “Wrong Kind” of Democrats 
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ware; all jewelry, clocks, watches, and related articles sold at retail for 
five dollars or less; all fur or fur trimmed articles other than capes, coats, 
jackets, scarves, stoles, wraps, and similar garments; anti-perspirants, 
deodorants, sunburn preventatives, petroleum jellies, and aromatic 
cachous. 

Mr. Simpson says the loss of revenue to the government if these pro- 
posals are carried out will not be “significant.” Consumers will pay about 
$50 million less in revenue, but he figures this sum will be made up by 
virtue of “improved compliance and enforcement.” 


Small businessmen can now take advantage of a new Internal Revenue 
Service policy permitting them to prepay federal retail excise taxes and 
thus cut down on paper work and recordkeeping. 

The new policy permits businessmen to compute and prepay the tax 
at the time they buy merchandise, instead of waiting until it is sold. The 
tax is figured on the resale price when it is purchased, but refunds for 
price cuts can be taken on future prepayments. Details of the plan are 
available from all District Directors of Internal Revenue. 


Manufacturing corporations reported record income—and paid record 
taxes—in 1953, final tabulations recently issued by the Internal Revenue 
Service show. 

In total, all corporations—numbering 731,000 in 1953—reported net 
income of $39 billion, $1 billion higher than in 1952. Total tax liability 
of all corporations was $20 billion, up 4 per cent from 1952. 

Except for agriculture, mining and quarrying, total receipts for cor- 
porations were higher in 1953 than in 1952, but despite this rise in gross 
income, construction, trade, and services suffered dips in profits. Despite 
the boom of 1953, the IRS says, greater and more frequent deficits were 
reported by industrial firms than in 1952. 


Proponents of the pre-merger notification bill, which missed congressional 
passage this year by a whisker, and a measure to repeal the “good faith” 
defense to some price discrimination charges, plan to press for passage 
of both again next year. 

The pre-merger bill passed the House this year and would probably 
have passed the Senate if there had been a little more time. Because 
uncompleted bills are not carried over from one Congress (which lasts 
two years) to another, the measure must be reintroduced again next year 
and start from scratch. 

Opponents of the pre-merger bill argue that it would transfer control 
over virtually all corporate mergers from businessmen to the government. 
The bill would require firms planning to merge to give the government 
advance notice if they have combined assets of over $10 million and the 
government could then block the merger while it investigated the merger’s 
impact on competition. 


Union leaders, prosperous with record-high income from dues, are budget- 
ing fat sum to elect more Democrats to Congress. 
[TURN TO PAGE 77, PLEASE} 














Gunmetal bow 

and ribbon make 

this dainty one-strap a 
delight in patent, blue 
and black suede. 





MURIEL 


A smooth, smart 

one strap in red or 
blue. Swirl stitching across 
vamp. 


THE SHOE FOR CHILDREN 


All ‘round rugged 

boys style. Autumn 
brown with notched two- 
toned storm welt. 


WANT TO KNOW THE BEST 
SELLING SHOE IN AMERICA? 


What’s the one shoe in greatest demand . . . the style 
that moves right off your shelves? We think you'll 
agree... it’s the shoe that fits. 

The right size shoe will make more parents and little 
feet happier than all the buttons ‘n’ bows in the 
world .. . if you have it! 

Make sure you do. . . customers won't wait for you 
to fill in stock. Your weekly size-up sheet is the best 
insurance you can get for having the best selling shoe 
in America. 











PROGRESS REPORT TO THE SHOE INDUSTRY 





DUPONT 


new, versatile chemical used 
to play a profitable part 







Several shoe manufacturers are now taking advantage 
of this new development for shoes. Ask your suppliers of leather 


and shoes about leather processed with Du Pont “Quilon.” 
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CHROME COMPLEX 
in processing leather promises 


in your shoe business 


Leather takes on new characteristics, offers you 


new sales appeal with “QUILON” 


Now you can feature work, dress and sport shoes 
that resist water and scuff damage . . . keep their origi- 
nal rich looks far longer. It’s an added attraction 
with tremendous sales appeal. 


YOMETHING new is happening to leather—‘‘Quilon.” 

Du Pont “Quilon” is bringing new and better quali- 

ties to leather . . . new values to shoes . .. welcome new 
sales opportunities to you. 


Tanners—long interested in a chemical that would 
give leather new practicality and protection—have tested 
and worked with “Quilon” extensively. Both laboratory 
and actual wear tests show that “Quilon” makes good 
leather perform better. 


“Quilon” combines with leather fibers to provide 
lasting resistance to the harmful effects of perspiration, 


water, even chemicals. Leather processed with “Quilon” 
remains pliable when exposed to repeated wetting and 
drying . . . yet the leather breathes! “Quilon” helps 
prevent scuff and scar damage . . . gives leather a tighter 
grain structure .. . helps shoes keep their original fine 
finish, trim smart shape. 

So important is this new advance in leather, that 
Du Pont is planning to promote it extensively . . . help 
make it an even greater sales feature for you. 


Shouldn't you investigate this new development right now? 


REG. U. 5, PAT. OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


E. |. DU PONT DE NEMOURS & COMPANY (INC.), GRASSELLI CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 
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Every eye forsakes the sky for / 
KACHINA* | 
. Ad 
: Ei.” 
a true Indian turquoise. Ramaccostieieiieos 
See, 
ee 
In the desert, by the sea, at city festivities ........ KACHINA! 
Standard Division | New Castle Division Sterling Division 








*in Vodelle as well 
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Bunteesarewinning Parents by the thousands! 
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te America’s first baby ae 
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This is the story _ 
f (OVER 2000 YEARS OLD) 


“a wa” «6§ beat 






_— 


in Parents 


There was nothing new to tell! Every baby shoe lays claim to some 
of the inherent features of the genuine moccasin developed 2000 years 
ago by the Indian. Moccasins were America’s first baby shoe . . . offering Cok f 
comfort, flexibility and non-restricting freedom of action for tender little Poe) oe CASIN s 
feet ... that take 20 years to completely develop. aoe 


Mothers knew all this... knew it made sense . . . yet thousands took ae, fen, in stores with quatitieg ib es, 
time to write us about Buntees improved hand lasted baby moccasins, SHOE CO., Brockton 26, “adie 
wanting more information on wher2 to buy them. 


We'd rather have you complete the story and make the sale. It’s so 
easy to sell Buntees . . . to mothers sold on Buntees! 


... and will make NEWS again in Oct. and Nov. issues! 
Buntees are pre-selling mors and more Parents! Ke 


ORDER THIS 
“BASIC 5” 
TODAY ! 










No.5 Cradler No. 50 Pre-walker No. 515 Chubees No. 5050 Walker No. 4050 Oxford 










Do the bulk of your baby shoe business with the Buntees “basic 5” .. . the shoes that are the heart of your sales program. Feature 
these and other Buntees styles . . . all with hand lasted genuine moccasin construction. 


R. J. POTVIN SHOE COMPANY, BROCKTON 26, MASS. 








What's in a line ike S 





to make it 
valuable to YOU? 












HERBST Shoe Manufacturing Company Wwiszscis° 
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Primarily, Mr. Dealer, there are four basic considerations 


Customer Acceptance — Millions of moth- Quality Recognition — In every test con- 


ers have purchased CHILD LIFE Shoes for 
their children . . . and have come back 
again and again to the more than 1700 
carefully selected and franchised dealers 
who carry this time-proven line from coast 
to coast. 


Construction Leadership — No other chil- 


dren’s shoes are sewn with more care 
or are made from better materials than 
CHILD LIFE. No other children’s shoes carry, 
to the same degree, the special built-in 
features of support that CHILD LIFE pro- 
vides to make these shoes especially quali- 
fied for growing feet. 


ba Son ee Eee eM iEAE  SIS IF HS., 


ducted by impartial laboratories con- 
cerned with evaluating the purchasing 
power of the consumer's dollar, CHILD LIFE 
Shoes have been given a “best buy” rating. 


Line Dynamics — The good will and loy- 


alty earned everywhere by the long-wear- 
ing performance of CHILD LIFE Shoes have 
inspired the extension of this juvenile line 
into TOM SWIFT Shoes for older boys 
and SPORT LIFE Shoes for pre-teen girls... 
giving YOU, the retail dealer, the most dy- 
namic sales potential in children’s footwear. 





If this brand of line vitality interests you, 
and there is no existing CHILD LIFE Dealer 
in your trading area, your inquiry will be 
welcomed. 


New York Office — 557 Marbridge Bldg., New York 17, N. Y. 
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SERVICE 1S THE KEYWORD | ttl p husiness 








—“A philosopher once said: ‘Every human 
problem can be separated into these four 
parts: What is it? Why is it? What of it? 
What to do about it?’ When you are faced 
with a new problem. or an old one consider 
it from every angle. If there is nothing you 
can do about it, just forget about it. Get to 
work on the things you can do something 
about. 

—Don’t try to do the job your competition is 
doing better than you do. 

—Do the job you are doing, that they can’t do 
and make that more important to your audi- 
ence than theirs.” 

—Roy Eastman Corporation 


——“Business is the principal source of the in- 
comparably high standard of living Ameri- 
cans enjoy. Business is not only the source 
of those material goods and physical services | 
that can make lives richer and happier, but 
an instrument also of a rising level of reward- 
ing spiritual living. 

—People know this, of course. They know, 
too, that it is they—the customers of a busi- 
ness—who determine whether that business 
shall succeed or fail. They know that if a 
business provides a product or a service they 
don’t want, the business will fail. They know 
that the better a business can do what they 
want done at a price they'll pay, the more it | // 
prospers and grows. 

—‘In short, the people know that a business 
succeeds only as it serves.” 
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(Advertisement) 





402 U.S. manufacturers 





"WN THIS statement, I shall try to explain 
Puerto Rico’s economic position as 
frankly as I would to any manufacturer 
or labor leader who met me face to face. 


Puerto Rico is currently making a de- 
termined effort to stand squarely on its 
own economic feet. At present we do not 
have nearly enough jobs to support our 
people. We are therefore directing every 
energy to create more jobs at home, and 
to curtail migration to the States. 
That is precisely why we are going 
all out to attract every new plant we pos- 
sibly can. But, to date, we are still pro- 
viding only 25% of the new jobs we need 
each year to keep pace with our expand- 
ing labor force. I shall go into details 
later. But first I want to make two points 
of my Government’s policy absolutely 
clear : 
1. Puerto Rico has no intention of 
winning industries away from any- 
where. We do not grant tax conces- 
sions to runaway plants. 
2. Puerto Rico’s Industrial Devel- 
opment Plan is based on a combi- 
nation of absolutely ethical incen- 
tives. We do not and never will hold 
out low wages as an attraction to 
business. My Government’s firm 
philosophy is that wages should rise 
as rapidly as our economic develop- 
ment permits. 

Let me now describe our basic problem 

in more detail.” 


Our Problem 


“When people talk of over-population as 
Puerto Rico’s biggest headache, they cer- 
tainly don’t exaggerate. 


46 


Our unemployment is high. Our income 
level is still low —only 25% of the U.S. 
average. And every year 20,000 more 
workers swell our under-employed labor 
forces. 


But this is probably putting the cart 
before the horse. Our real problem is not 
over-population but under-development. 
What then is our best solution?” 


Our Solution 
“IT am convinced that the answer can 
only lie in more and more industry. 
Hence we are pinning our major hopes 
on our industrial development program, 
as the main pull of what we call Opera- 
tion Bootstrap. 

From the economic standpoint, Oper- 
ation Bootstrap has but one simple aim 
—to develop industry, and in doing so, 
to encourage U. S. manufacturers to 
expand their operations to Puerto Rico. 
Operation Bootstrap is, in fact, a bold 
attempt to increase the well-being of our 
whole Commonwealth—workers and em- 
ployers alike. And lest anyone should 
fear that my country’s program might 
injure the U. S. economy, let me now 
sound a reassuring note: 

1. The U. S. already has 65 million 
employed. Puerto Rico only needs 
to create 150 thousand new jobs to 
solve its present problem. 
2. One half of one percent of nor- 
mal U. S. industrial expansion 
would achieve our whole economic 
program. 
I hope these comparisons help to put 
Puerto Rico’s modest needs in proper 
perspective. But, for good measure, let 


now enjoy 100% tax 


Governor Mujioz tells why Puerto Rico offers such 
amazing incentives to new or expanding manufacturers. 


me quote a few more figures to show how 
important a prosperous Puerto Rico is 
to U. S. business itself: 
In 1955, Puerto Rico’s purchases 
from the U, S. rose to $580,000,000. 
Without Puerto Rico as a customer, 
New York’s gross sales would have 
dropped by $67,000,000; Califor- 
nia’s by $54,000,000; New Eng- 
land’s by $53,000,000. 
So much for statistics. Now just a word 
about my people, without whose willing 
co-operation Operation Bootstrap would 
merely be a sterile dream.” 


Bootstrap Underway 
“Pay us a visit and I think you will be 
impressed immediately by the whole- 
hearted faith we Puerto Ricans place in 
Operation Bootstrap. 

We believe in it deeply and thoroughly 
—and, with practically no exceptions, 
support its policies right along the line. 
Thus, I can promise the same eager, 
cheerful co-operation to every U.S. man- 
ufacturer who expands his industry to 
our Commonwealth. 

Scarcely a month goes by that I am 
not visited by the Mayors of a dozen 
Puerto Rican towns, all asking for plants 
to be erected in their areas, There’s not 
a community in all Puerto Rico that 
would not enthusiastically welcome the 
arrival of a new factory. 

For we all realize that though we have 
made a promising start up the long, long 
hill to economic prosperity—the summit 
is not in sight yet. But the Puerto Rican 
people have squared up to their chal- 
lenge and are meeting it in good heart.” 
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in Puerto Rico 


freedom 





“CYTART A NEW plant in Puerto Rico and 
S you are not only free from Federal 
income taxes (they don’t apply) — you 
can be exempt from local income taxes 
too. Your freedom from Federal taxes is 
not a concession. It is a Constitutional fact 
which stems logically from that historic 
American principle “Taxation without 


How you gain 


1. A better return. Local tax conces- 
sions, freedom from Federal taxes, and 
lower operating costs will all reflect fa- 
vorably in your company’s balance sheet. 
See table above. 


2. Abundant, skillful labor. Puerto 
Rico’s labor force totals 644,000. The 
Commonwealth operates an ambitious 
vocational training program, which will 
even screen workers and teach them spe- 
cially to operate your machines. The 
adeptness of the Puerto Rican worker in 
learning precision skills may be judged 
by the fact that the following famous 
companies now have operations in 
Puerto Rico: 
Remington Rand. St. Regis Paper. 
Beaunit Mills. International Latex. 
Carborundum Company. Shoe Cor- 
poration of America. United Drill 
and Tool, Sunbeam Electric. Univis 
Lens. Weston Electrical Instrument 
Company, 


3. No currency or customs problems. 
Puerto Rico is a Commonwealth freely 
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If your net profit 
after U. S. Corporate 


Income Tax is: ____ would be: 
$ 29,500 $ 50,000 
53,500 100,000 
245,500 500,000 
485,500 1,000,000 


If your income after 
U. S. Individual 


Income Tax ee would be: 
$ 7,760 $ 10,000 
15,850 25,000 
25,180 50,000 
51,180 200,000 


*Dividends are tax-free only if paid to res- 
idents of Puerto Rico by a tax-exempt 
corporation. Examples are based on Fed- 
eral rates (Jan. 1, 1956) for single persons. 


Corporate Tax Exemption 


Your net profit 
in Puerto Rico 


Dividend Tax Exemption* 


Your net income in 
Puerto Rico 








(not runaway plants) get tax exemption. 


representation is tyranny.’ Puerto Rico 
has no vote in Congress, and therefore 
no Federal income taxes — corporate or 
personal.” 


Protected by Two Constitutions 


“Your business is not only protected by 
the Commonwealth Constitution, it is 


associated with the United States. It is 
an integral part of the U. S. economic 
system. You have none of the problems 
of operating from a foreign country. 
Movement of goods, money and people 
between Puerto Rico and the U. S. is 
as free as it is between the states of the 
Union. There’s no duty on trade and the 
U.S. dollar is currency. 


4. Low capital investment. New sin- 
gle-story, low-rental factories are ready 
to occupy. The government will even 
build a special one for you on a very 
small down payment. Abundant electric- 
ity, gas and water are just waiting to be 
connected, 


5. Ideal location. Puerto Rico is served 
by 30 ocean lines and 8 airlines. It is only 
5% hours by air from New York —less 
than 4 from Miami. Goods are actually 
made in Puerto Rico one day and are 
delivered in Los Angeles the next. The 
climate is perpetual Spring. Tempera- 
ture stays around the balmy 70’s most of 





Beardsley Rum tells how new or expanding industries 


permanently guarded by all the guaran- 
tees of the U. S. Courts and Constitu- 
tion, too. 

As for your local income tax exemp- 
tion, this is an added incentive, offered 
by the Commonwealth Government to 
attract new plants that Puerto Rico’s 
economy needs so urgently.” 


from a new plant in Puerto Rico 


the year. Swimming, sailing and fishing 

are superb. Domestic help is plentiful. 
Is Your Company Eligible? 

To find out if your company is eligible 


for tax exemption in Puerto Rico, call 
our nearest office : 


New York.......MU 8-2960 .... 579 5th Ave. 
Chicago AN 3-4887 ..79 W. Monroe 


5525 Wilshire 


Los Angeles .. WE 1-1225 


New booklet—free to manufacturers 

ee ee 

Commonwealth of Puerto Rico 

Economic Development 
Administration 

579 Fifth Ave., New York 17, N.Y. 

Dept. BS-62 

Mail me “Facts for the Manufacturer,’ 

your report of the advantages of Puerto 

Rico for plant location. 


Name 


Company 





Product 
Address 
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Peter Pfeifer picked a 





Peck of Pretty Patches 


Peter Pfeifer picked a peck of pretty patches 

and pondered . . . what to do. 
To please Sister Moffet and make a big profit 

he designed a superlative shoe. 
Since they must be the best, ahead of the rest 

to Heydays he made his way. 


Now he’s rolling in riches . . . selling his patches 
and so can you... AND TODAY. 








These colorful combinations 
of Tan and Brown, Black and 
Grey and Multi-Colored Horn 
Back Alligator Calf are all 
stocked AAAA to C to size 12. 


This is a very different, a good 
selling...a superior promotion. 





Handbags available 
to match every shoe. 























THE SHOE WITH Consumer ACCEPTANCE 


HEYDAYS SHOES INC. © 2032 LOCUST STREET «¢ ST. LOUIS 3, MISSOURI 
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Talk Trade 








“I's THE ‘FRAIDY-CAT’ of a 
lush day in business who cries out 
for a life-preserver when the water 
gets up to his ankles,” said the edi- 
tors of Dun’s Review and Modern 
Industry. The truth is... 

“We have been riding high on a 





small investment of management in- 
genuity. There are very few hands 
at the helm today that have weath- 
ered financial storms of a depres- 
sion intensity. Few indeed have 
been tested by a year of sustained 
adversity. It is a bit of a challenge 
to meet a tough competitive situa- 
tion, and it is good exercise for 
management muscles to feel a bit of 
strain when expenses are rising and 
sales are tapering off. 

“People buy, not necessarily what 
they need but what they want. They 
buy emotionally rather than logical- 
ly. When they are impelled by con- 
fidence, they spend freely, and they 
occasionally project their buying 
power into the future to a point 
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where it creates a temporary strain. 
The lag that follows in sales volume 
is often a healthy adjustment in the 
anatomy of distribution. 

“It is important to remind our- 
selves that our prosperity is based 
on a generous level of living. It is 
impelled by the 
plenty. Yesterday’s luxuries are to- 


philosophy of 


day’s necessities without class dis- 
tinction. Our prosperity cannot 
exist on subsistence levels, Yet there 
comes a day of accounting when 
the law of supply and demand must 
be recognized, when adjustments 





must be made, and the tested prin- 
ciples of economics acknowledged. 
These are facts the courageous busi- 
ness man faces, knowing they are 
normal events in a moving economy 
and not necessarily symptoms of 


weakness or failing strength.” 
% * * 


E. W. LOSBERGER, co-owner of 
Laurel Shoes, Hillsdale Shopping 
Center in San Mateo, California, 


asks: “Are long hours causing 
young people to veer away from 
retail shoe selling?” He goes on to 
say: 

“In our zeal to maintain store 
hours to accommodate our custom- 


ers, are we making retail selling 





unattractive to the young man or 
woman we want to attract to our 
trade? Evening hours, a six-day 
week, and _ not-out-of-the-ordinary 
salaries, offer little or no attrac- 
tion to the youth of today. Un- 
fortunately, we are being by-passed 
in favor of other lines of work that 
offer equal salaries with better 
working conditions. There are al- 
ways openings for experienced shoe 
clerks with few applicants for the 
jobs. 

“The retailer will soon have to 
do something concrete about the 
situation for self-service is a poor 
substitute for personal service given 
by an experienced and well-trained 
shoe clerk.” 
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THE BASIC THEME of all the 
talks delivered at the National Re- 
tail Dry Goods Association’s “Pack- 
aging Clinic” was: “Shoppers will 
carry store reputations and good 
will right into their homes when 





the things they buy are dramatically 
packaged.” Highlights included: 

Noel Mudd of J. L. Hudson Co., 
Detroit, Mich., said: “Every pack- 
aging material in a store, from 
string to out-sized delivery boxes 
should play its part in maintaining 
company identity. Consumers must 
be able to recognize store packag- 
ing easily, whether seen in the store 
or on the street being carried by 
another customer.” 

Richard B. Schlesinger, divisional 
vice-president at Carson Pirie & 
Scott in Chicago: “An effective 
store package must come alive on 
the counter. Good creative pack- 
aging offers retailers an excellent 
opportunity to build character and 
personality for their stores.” 

Alan Berni, president of Alan 
Berni Associates, New York, said: 
“Both manufacturers and retailers 
have a responsibility in packaging. 
The manufacturer must package to 
help retailers boost sales, while the 
retailer must inform and educate 
the manufacturer. The objective is 
to produce a package that serves a 
useful function from factory to 


home.” 
oe — * 


Hersert POSNER, president of 
Dr. Posner Shoe Co., Inc., says: 
“There is no more important fac- 
tor in the successful promotion of 
children’s shoes at the retail level 
than adequate merchandise display, 
and the most important shoe dis- 
plays are those which appear in 
store windows. Proper and eye- 
catching displays sell merchandise, 
not only at Easter, or Back-to-School 
time but the year-round . . . in June 


and July, in December and Janu- 


ary. The shoe store that puts up a 
good front with smart windows, 
makes a good sales showing.” 


Dexter AND SELWYN LEEN, 
co-owners of Leen’s Shoe Store, 
Hyannis, Mass., say: 

“If we were to select one thing 
that would help us most, it would 
be a faster in-stock service. We 
believe manufacturers could in- 
crease their business substantially 
on basic styles, if they would give 
us faster service. 

“Each season we receive letters 
and bulletins from manufacturers 
urging us to stock basic styles and 
emphasizing in-stock service to 
handle fill-in orders promptly. 
Each year we buy a good stock, 
expecting manufacturers to come 
through with prompt deliveries. 
We depend on them to the extent 
that we tell our customers that we 
can get the shoes within two or 
three days because they are made 
up and ready for delivery. 

“Actually, this is what happens. 
If we order fifty-five sizes, we re- 
ceive ten of them within two or 
three days and the remainder in 
ten days or two weeks; and that 
is figuring the time we receive the 
invoices. 

“One popular shoe this summer 
was very slow on fill-in orders. We 
























were two to three weeks getting 
one-half of the order. Of course, 
in each instance we receive noti- 
fication from the source, giving 
one reason or another why the 
shoes cannot be shipped promptly. 
In the meantime, we are not only 





losing business, but we are also 
losing a certain amount of pres- 
tige because we do not have the 
shoes when the customer comes 
back for them. While it is true that 
the retailer is obligated to do his 
share by carrying _ sufficiently 
large stocks, the manufacturer 
should assume his share of the 
burden. If he offers in-stock ser- 
vice on basic styles, he should sup- 
port his promises by giving fast 
service on this type of shoes. 

“We find the manufacturers do 
very well with men’s shoes, but 
they do not seem to give us the 
same good service on women’s 
basic style shoes. We have writ- 
ten to a number of these trade 
sources and have noted an improve- 
ment; but there is still room for a 
lot more. It would benefit all of 


us, 
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New 


— a 


Wren college men return to the campus this fall, this 
new popular version of their favored Norwegian slip- 
on moccasin will be well represented in their shoe 


wardrobes. It is different in its high riding tongue, its 
more tapered toe and in the plumpness of the smooth 
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leather of which it is made. The first two fashion fea- 
tures are practical ones, too, increasing the fitting qual- 
ities of this moccasin and enhancing its trim appear- 
ance. Expert hand sewing of its heavier leathers gives 
a note of distinction to its well proportioned toe. 


For further information write Boot anp SHog Reconper 








Traditional 


buckles sometimes re- 








EvuRopEaAN native costumes are slated 
to have a strong influence on 1957 style 
colors. The Tyrolean influence has al- 
ready been seen in current lines of 
children’s clothes and, more subtly, in 
some high styles for women. 

For first hand knowledge of these, 
Innsbruck in the Austrian Tyrol is the 
place to visit. And, personally, I can- 
not think of a lovelier place in which to 
spend a week in the spring or summer 
months. If you are fortunate enough— 
or foresighted enough—to be there dur- 
ing one of the great Church festivals— 
for Austria is, of course, predominantly 
Roman Catholic—then you will have the 
opportunity to see native costumes from 
all the little valleys for many miles 
around, as the villagers pour into Inns- 
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bruck for the Church procession and 
celebration. 

However, if you cannot time your 
visit for such an event, then you can 
see some of the native costumes worn 
by the native Innsbruckers either as 
they go about their daily business or, 
especially, on Sunday as they go to 
Mass or stroll about in the sunshine 
under the flowering horse chestnut trees 
that line the avenue beside the palace 
built by Empress Maria Theresa. At 
night, you can see a performance of 
Tyrolean songs and dances, the artists 
in native costumes of course, at the 
Maria Theresian Hotel. 

Still another source, and a rich one, 
of information on costumes, furnish- 
ings and native arts, is the Folk Arts 


Below, | to r, Fringed, folded tongue pump and 

side lace tie, Sandler of Boston. Laced vamp pump 

and peasant-detailed stepin, Deb. One-eyelet tie 
and heart-embroidered slipper, Friendly. 





Boot and Shoe Recorder 

















And Put into Your Spring Shoes Some of 
the Colors and Detailing That Give Such 
Gaiety and Charm to the Native Costumes 
of This Lovely Mountain Region of Austria. 






Tailored casual shoes for women athletes’ wardrobes at the Olympic 

Games which will be held in Australia in November. For Americans, 

genuine and hand-sewn moccasin of blue glove soft leather by Sandler 

of Boston. For the British: Two-eyelet hand-sewn Logroller made for 
them by Dolcis, Sandler licensee in Great Britain. 


Museum. Here a large room holds life- 
size figures of men and women in the 
various regional costumes, (Note: It is 
advisable to find out the hours at which 
this museum is open to the public. In 
general, museums in Europe are nol 
always open at just the hours that we 
might expect.) 

Here, in this museum, you can study 
at your leisure the lovely colors—the 
blues and greens, pinks, rose and red 
shades, the yellows and beiges and 
browns; the dainty, scattered floral 
prints; the coquettish fitted bodices and 
little vests; the billowing skirts and 
floating aprons; the puffed sleeves with 
ruffed cuffs and sometimes the long leg 
o’muttons; and the wonderful variety of 
hats, in the women’s costumes, Em.- 
broidery, braid, ruching and fichus fill- 
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ing in the low necklines, are among the 
charming details in these. Pretty notes 
are the contrasting hem facings. All 
these have their application to shoes. 
The men’s costumes, too, as you can see 
in the authentic drawing here, are rich 
with embroidery and equally as colorful 
as the women’s, 

For those interested in accessory de- 
signs, the museum is rich, not only in 
a wide range of hat silhouettes but also 
in ideas for chignon caps, bone pins for 
these and elaborate carved bone combs. 
Men’s belts form an important part of 
this exhibit as they do of the men’s cos- 
tumes. They are wide and decorated 
with a variety of motifs, including flow- 
ers, religious mottoes and names or dates. 
Elaborate knit designs in the men’s and 
boys’ hose show off well below their 


Shoe Drawings and 
Tyrolean Decorations by 


ELLY NORDEN 









Above: Dancing figures 
from the Otz Valley of the 
Tyrol. Note especially 
shoes, hose, hats and em- 
broidered details. 


knee breeches and under the women’s 
and girls’ free full skirts. In jewelry, 
silver is the traditional metal. 

It is interesting to find in certain 
shops in Innsbruck modern adaptions— 
and not too much altered—of these tra- 
ditional costumes. Among those that | 
saw were cotton prints for the morning 
and very rich, beautiful brocades with 
square throat lines and leg o’mutton 
sleeves for more formal occasions. The 
materials and patterns can be bought in 
the stores. It is quite usual, I was told, 
for Austrian women to wear the cotton 
dirndls when they are spending some 
time in the country. 

Adapting these fashions to the Amer- 
ican taste should not be difficult. The 
squared neckline; even the fichus, vests 
and puffed sleeves; the ruching and em- 
broidery; floral prints and brocades are 
all styles that can be interpreted for 
American women. The shoes illustrated 
give an idea of both traditional styles 
and modern versions. 








Left: Initial shipment of 3000 
pairs of Wright Arch Preserver 
Shoes arriving at the new shop. 





Center: Three of the four display 
windows in the corridor of the 
building . . . a strategic eye-catcher 
for thousands of people, each one 
a potential customer for new shoes. 





oncentrate On 
(ne Line for Best Customer 


game 


SINGLE-MINDED purposefulness and SA 
dedication to serve are the basic ele- uu to 
ments for successful merchandising, as [Simbios 
far as Lou Kirsch is concerned. And he 
he proves it. For the past sixteen years 
he has sold Wright Arch Preserver 
Shoes exclusively in his shop at 344 
Madison Avenue and in the Radio City 
store at 39 West 48th Street, in New 
York City. 

Two months ago, he opened his lat- 
est shop at 19 Cortlandt Street, in the 
heart of the financial district—with its 
old historic buildings and the new ones 


ae Me 


that are part of the expansion program 
that is developing in that area; its 
teeming traffic and the boundless sales 
potentials. It’s a small shop—52 feet 
deep by 15 feet wide—but maximum 


Close-up view of findings display. 





use is made of every inch of space. 
There is an atmosphere of quiet, 
masculine efficiency about the shop. 
The major portion of the initial ship- 
ment of 3000 pairs of Wright Arch 
Preserver shoes has been stocked along 
the walls; the wood paneling and trim 
is pickled oak in the latest charcoal 
gray color; the chairs are turquoise 
and black and the carpeting is taupe. 
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Right: Interior view of store, 
showing how every available inch 
was utilized to utmost advantage. 


Below, left to right: Mike Cohen, 
Lou Kirsch and A, Swenberg dis- 
cussing advantages of pegboard 
display for shoes and findings. 


\ ] 
New E. T. W right Store Demonstrates Effectiveness of Concentrating on a Comprehensive 


Line That Embraces All Types From Dress to Casuals, Slippers to Hunting Boots. 


Since the two posts in the center of you can serve your customers best by Mr. Kirsch indicated tees he has 
the store are important supports for concentrating on one line—especially always liked Wright Arch Preserver 
the building, and could not be elimi- when that line has the maximum va- shoes. He says: “One of my first jobs 
nated, their domination was played riety of styles from dress to casuals to in the shoe business some 35 years 
down with mirrors and a soft shade of slippers and even hunting boots. The ago was selling this line and once you 
flamingo paint at the top. customer never has to go anywhere else sell them, you are spoiled for any 

For a shop this size, there is an for his shoe needs and can be served other, It has all worked out hard 
amazing amount of window display from the ample stocks that are carried mutual advantage. In this newest s 0p, 
space. The window front on Cortlandt at all times, from AAA to EEE and in which we opened on July Ist, at . — 
Street gives ample opportunity for sizes up to 14 and 15, [TURN TO PAGE 77, PLEASE] 
highlighting many shoes and there are 
also four good-sized display windows 
that form part of the corridor of the 
building at 19 Cortlandt Street. 


Add air-conditioning, a stock room 
with a capacity of about 1500 pairs of 
shoes as well as a small counter area 
where orthopedic adjustments can be 
made and you have the blueprint for a 
practical and _ successful operation. 
Pegboard displays that slide along the 
wood trim in front of the facade of 
shoe cartons are an innovation that 
has proved very efficient and. helpful 
in pointing up particular shoe styles, 
shoe trees or findings. 

So much for the appurtenances, 
Merchandising philosophy is the key 
to this successful and expanding oper- 
ation and Lou Kirsch’s feeling is that 
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ristmas Shopping in a 


Pull Them into the Store with Your Window Displays and Your Newspaper 
and Radio Advertising. Make Your Department Displays Sell Them Your 
Chirstmas Items While They Try on Shoes. Bring Merchandise to Them. 


SuccESSFUL shopping, like a good game of golf, 
combines good form with a relaxed state of mind. Never 
is this combination more needed than in Christmas 
shopping. Shoe stores have a golden opportunity to 
show customers what to buy wisely and how to buy 
easily. 

It is important for the owner of a shoe store to 
recognize that he starts with one strike against him and 
one strike in his favor. Against him is the fact that his 
store is not normally thought of as the place in which 
to look for Christmas presents. However, in his favor 
is the fact that a customer in his store, comfortably 
seated, may be in the very mood to accept the Christmas 
suggestions in his display cases. 

Actually selling these items requires more than an 
attractive display, however. Give your handsomest 
handbags, wallets and belts, and your most glamorous 
hosiery, evening bags, compacts and scarves a promi- 
nent spot in your November and December advertise- 
ments, Suggest the idea that personal shopping for 
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shoes and slippers can go right along with the pur- 
chase of Christmas items. If yours is a men’s store or a 
men’s or children’s department, your gift items will be 
different but your selling points the same. 

In addition to actual items, remember the gift cer- 
tificate. Not as personal as an actual present, it con- 
tinues to be a practical and most acceptable gift. It 
does away with the problem of sizes. It is a fine oppor- 
tunity for your customer to make a present of a pair 
of slippers or party shoes. 

In the merchandise shown here we point to the fash- 
ion trend to long, slim handbags and to the interest in 
draping, even in leather bags. We emphasize the impor- 
tance of satin; also of faille and brocade. Gold em- 
broidery on the satin bag marks another trend. Velvet 
is shown in a belt with gold kid trimming. The wide 
range of materials and styles in slippers and hostess 
slippers is easy to see in these two photographs. 
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~ Shoe Store: 
IS IT DONE? 


Above extreme left; Fine calfskin bag 
with important long, slim lines, folded 
edges, gold corners, molded clasp, French 
bottom, available in calfskin and suede 
from Igor. Right: Long, slim pouch, 
softly draped, available in a range of 
calfskin colors from Coronet. Calfskin 
contour belt with the Empire line, 
shaped inlay, hook-fastened in back 
from Vogue Belts. 


Right, extreme left; Faille cocktail bag, 
satin-trimmed from Venus Creations. 
Center; Black satin envelope bag for 
evening wear, embroidered in gold, from 
Garay. Right; Evening clutch in pastel 
brocade from Pegi Paris. Top right: 
Christmas hosiery box in midnight blue 
with silver star, both box with stand and 
stockings from Roman Stripe Stockings. 
Black velvet belt trimed with gold kid- 
skin from Garay. 


Left, left to right; Black velvet 
hostess mule with rhinestone 
trim from Swan; Black. felt 
bootie lavishly trimmed with 
jewels and gold braid from 
Oomphies; Red velvet low heel 
mule with straw flowers and 
foam sole from Blum; Blue satin 
low heel mule with dainty 
matching trimming from Daniel 
Green; Vinyl plastic low heel 
mule, black velvet heel and sole 
covering, gold ornament and 
sock lining from Nite-Aires. 


Right, left to right: Indoor, 
outdoor slipper in blue cordu- 
roy with black and white dicky, 
on Foam-tread sole from Well. 
co; Delicate blue moccasin, gold- 
trimmed, white fur collar and 
warm lining from Tru-Stitch; 
The In-N-Outer, warmly lined, 
on hard sole from Quo Vadis by 
Desco. 
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Mr. Ballou with his 7 by 10-inch pt. hae od file on merchandise purchases and 


Filed according to 


ups 
manufacturer's name, these a indicate ae tonded 
of shoes of all kinds sold eac 


A SMALL store is as much in need of an adequate 
record system as a large store, It needs a record pro- 
cedure that provides daily figures for the entire store 
and for each department and each merchandise group. 

That is the philosophy of Harold F, Ballou, owner of 
the Barrington Bootery, Barrington, R. 1., a medium- 
sized suburban shoe store. He puts this theory into 
practice with a big-store record system which he 
learned during the years he was with the F. E. Ballou 
Company. 

“From that store I learned the value of maintaining 
a complete system,” explains Mr. Ballou. “I really do 
not know any other way of operating a shoe store. No 
matter how small an operation it might be, I just could 
not get along without a good system, one indicating 
just what is taking place every day in every department 
and every merchandise group. 

“Some will say it is a lot of work for a small opera- 
tion. It is, but it is well worth it. For this store it 
takes me an average of one hour a day. To me it is an 
hour a day well spent.” 


with sub-headings of the 
a and the number 


The system centers around the day’s duplicate sales 
slips. These are placed in an envelope for safe keeping 
until the information is entered on a daily 14 by 19- 
inch bookkeeping sheet. 

This daily sheet provides horizontal classifications 
for cash, credit, received on account, women’s, men’s, 
and children’s shoes, rubber footwear, slippers, find- 
ings, hosiery, and repairs. As a time-saver, merchan- 
dise groups are identified throughout the system by 
letter such as A for women’s shoes, B for men’s, C for 
children’s, and so on, 

The vertical listing on this daily sheet includes each 
credit sale, giving abbreviated data such as customer's 
last name, number of the shoes purchased, and amount 
of sale. Refunds and credits are listed separately under 


Right: The daily sheet has classifications for —r credit, 

received on account, men’s, women’s and children’s 

ag m slippers, etc. Merchandise groups are identified 

letter. The monthly sheet carries the same break- 

as the daily. Mr. Ballou figures the totals for 

each week and month as he goes along, indicating the 
totals in red to avoid confusion, 
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for the Small Store 


Harold F. Ballou Spends an Hour a Day on His Store’s Sales, Inven- 
tory and Purchase Records and Considers the Time Very Well Spent. 


the customer’s name, giving shoe number and price. 
The latter are emphasized by an arrow marker placed 
at the extreme left of the customer’s name and by en- 
circling the amount in its merchandise group. This 
system of marking refunds and credits makes these 
entries stand out prominently, eliminating the possi- 
bility of error in computing totals. 

Cash sales on this daily sheet are lumped in one entry 
for each merchandise group. Originally these were 
entered separately for each merchandise group but this 
was discontinued because it saved considerable time 
and the information served no important purpose. 

This daily sheet gives the totals of each classification 
and each merchandise group, and, finally, for the entire 
store operation, This information then becomes part 
of the store’s permanent records. 

The next step is to transfer these daily totals to a 
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monthly sheet of the same size and type, carrying out 
the same horizontal breakdown of groups. Here Mr. 
Ballou figures the totals for each week as he goes along; 
these totals are entered in red to eliminate error in 
arriving at monthly totals as well as to spotlight these 
important figures. 

From this sheet, totals of the entire store operation 
are transferred to a yearly book covering a six-year 
period, This also contains a reference to the weather 
on those days when conditions are unusual for the 
season, 

From this yearly book, Mr. Ballou can quickly com- 
pare the store’s totals for any day or any month over 
the years indicated by the book. In this case, with the 
store now in its third year, he can compare the totals 


[TURN TO PAGE 81, PLEASE] 
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September - 1955 
Cash | Che | Reale} aA |B | c [Dd [E 
1 215,34 152,35 30,54 41,67 63,66 201,86 | 44,42 1,65 
2 479,96 197,59 64,95 161,95 91,32 377,48 | 29,41 4.74 
5 488,60 165,51 39,24 120,21 69, 86 431.60 | 15,25 3.30 
1,717.35 ics | tee | oor “323, B ea 225,04 1,010, 94| 89.08 | 
5 
6, 333.20 
7. 154,73 
8 160,01 
9 224, 88 Sept 3 
40 427, 66 
2, 150. 62 1, 300, 46 Cash Ch Re a/c A B Cc 
5,068.17 2, 364. 38 —_— = —— - —_ _ 
13, 154,13 Lilly - RCa/e 15,00 
14, 116,09 James - RC a/e 10, 00 
15. 135,43 McCready - RC a/e 8.14 
16, 295.26 Tappero - RC a/e 6,10 
‘7. 316,17 Lawrence - 4868 7,50 25 7. 
16. 343.27 “ - B, Marden 4,50 
2,231, 16 1, 300, 32 Lilly - 3867 4& 50 6. 
6, 099, 33 3,644, 70 ¥ + Ben Lawford 12,95 12,95 
21. 79,00 Rose - Nat G, Pays 10, 95 10, 95 
22, 215, 52 Rand ~- W,C, 6359 16,98 16,98 
23. 157,49 Evans ~ 48675 7,50 7,50 
24, 274,42 Bob K, - 6648 . 60 . 60 
2. 374,16 Jason Conn - Cash, all 22.95 
26, 335,94 Mrs, Latham  ~-RCa/e 5.96 
2, 304, 78 1, 436 53 Bob McInnis - Cash ~ part) 1,25 
404.11 5, 261,23 Tappero ~ 4833 4.95 
2%, 13h.d) Hallahan + 349 10,85 
30, 127.0 John Flood - RC a/e 6,75 
3h. 61,54 Pierce - Mr, P, pays 52,45 
32. 99,13 O'Kane ~ 4368 8.95 8.9 
J, Oberlin - 5986 9,65 
Harrison « 3600 6,65 
Thompson ~ 4741 B.95 
Boyd - Cash 52,65 
Meran ~ 217 7,50 Ln 
Lilly - RC a/e 
Eddy 8, - RC a/e 
Rice + Cash 
Cooney + On account 
E, R, Lederle ~- 4608 
Nat Zimmerman - Cash 
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DURALENE FINISHES 
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Give Shoes 
“the Look” You Want 
and Keep Them 

that Way! 












Regardless of “the look” you want on your shoes, 
DURALENE is the finish to use, That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted and where full 
coverage is needed, It provides 
either a high lustre or a mellow 
sheen with equal ease, DURA- 
LENE lies flat and close to the 
grain, It is thin yet produces a 
high degree of uniformity, feel and 
break, AND — shoes you finish with 
DURALENE slay that way, because the 
finish holds up from factory to wearer. 


















There’s a bonus for everyone in DURALENE; you get better 


looking shoes, because DURALENE adds value without in- 

creasing the cost; your customer gets shoes with added sales ap- DU RALENE 
peal, because DURALENE finish is locked in from the packing for the packing room ia 
room to the consumer; and the wearer gets shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION UNITED FINISHES 


BOSTON, MASSACHUSETTS 
@DURALENE ie a registered trade mark of the B, 1, Chemical Co, 
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What's The Score? 


A Record of Each Salesman’s Achieve- 
ments Published for All to See Is the 
Basic “Secret” of Instilling a Spirit of 
It is the Way to Make 


Competition. 


Salespeople Eager for Sales Training. 


Some people say that interest in retail salesmanship 
is dying, day by day, They feel that the excellent sales 
record of many of our stores has not been the result 
of superior salesmanship but is largely due to the high 
degree of general prosperity. 

But is there any store that doesn’t need salesmanship, 
even today? No store enjoys a continuous rush period; 
there are plenty of opportunities for down-to-earth sales 
eflort, right now, The selling efficiency of salespeople 
must be constantly maintained if it is to be ready when 
needed, It is not something that can be acquired over: 
night, 

What will happen when salesmanship again becomes 
a vital necessity? Some stores will have a sales staff 
that is bright, alive, eager, ready for every challenge; 
a staff keenly interested in doing a good job, Others 
will find that the sales staff is litthe more than a collec. 
tion of indifferent clerks, unwilling or unable to assume 
a genuine selling assignment, 


The Difference Is Training 


The difference between these two groups is that one 
has the competitive spirit; the other has not, One is 
trained; the other isn’t. 

Many store executives feel that there is a great need 
for better personal salesmanship in the retail field, Their 
salespeople often give the impression that they do not 
care what happens from one day to the next, Lacking 
the knowledge that can only be gained with proper 
sales training, they have no incentive to sell, Lack of 
progress causes them to gradually acquire the feeling 
that they are not in the right line of business, They 
are on the lookout for something that offers a greater 
future, with the result that turnover in personnel adds 
to the problem, It is seldom that one who feels par- 
ticularly qualified for the work in which he is engaged 
decides to seek work elsewhere, 

Is motivating salespeople such a “hopeless task”? 
Many retail executives have more or leas given up the 
ghost, deciding that the main thing to do now is con 
centrate on new forma of display and advertising; to 


September 16, 1956 





RSCTA PARAS SRNR a 








by JOHN M. WILSON 
Vice President, Sales 
The National Cash Register Company 
Dayton, Ohio 


presell the customer, so that little effort will be required 
by salespeople, In carrying out this decision, they have 
cut short on sales training, or abandoned it altogether, 


Salespeople Are Paid to Sell 
This cannot be the answer, Merchandise that can be 
presold can also be distributed by self-service methods, 
Salespeople are being paid salary and commission for 
one primary purpose; to sell merchandise that cannot 
be sold by advertising and display alone; that cannot 
be sold except through personal contact, And 
people must be trained if they are to sell effectively, 


aales 


Regardless of circumstances, one should never accept 
the theory that a salesperson can be retained when he 
produces a sales record less than commensurate with the 
money paid him, 

There are only two stimulants to one’s best efforts 
the fear of punishment, and the hope of reward, When 
neither is present, one can hardly hope that salespeople 
will want to be trained or want to do a good job, When 
disappointment is not expressed that one hasn't done 
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Taylor Knit elastic ee ° 
Straw and crushed <a 
kid. —_— 

* 


A new pattern of Taylor 
Knit Straw in natural 
tone, decorated with 
gold kid stripping. 
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Taylor Knit Straw 
with Taylor elastic at 
top-line for 
smooth-as-silk fitting. 









STRAW VOTES 
FOR 'S7 POPULARITY 


These four candidates for 
next year’s top popularity 
in feminine footwear 
glamour are based on 
TAYLOR KNIT STRAW. 


Enchantingly cool and 





casual, they will set a trend 
that is as practical as it is 
excitingly different, 

Write for samples 


and prices, 


wo JAY LO€ » 0 


HUDSON «© MASSACHUSETTS 





Taylor Knit Straw sparkling with 

flecks of Lurex gold. ne id bow 

on gold pi tongue. Taylor 

elastic ining. ~ 7 Copr, 1956 Thomas Taylor & Sens 
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-—by Bill Rossi, Field Editor 


Louis Is A Heel—But Women Love Him 


Doctors may be right about medicine but not about women; 
the high heel, like the bra, is a real uplift for the gals. 


Hicu heels and fancy shoes have been the pep- 
pered target of the doctors and others ever since 


the high heel was invented (said to have originated 
with a pretty girl who was always being kissed on 
the forehead.) According to a lot of pedic moral- 
ists, the high heel is leading American womanhood 
straight to hell. Some time ago an article in a 
national magazine, written by a doctor, pointed 
out that among the many ailments traceable to the 
high heel were arthritis, stomach ills, neurotic 
diseases, weak lungs, lumbago, sciatica, infertility, 
fallen womb and frigid women. Somehow, leprosy 
was left off the list. 

Medical alarmists accuse the high heel of bring- 
ing on the pretzeled posture and the S-shaped 
spine, The warnings imply that one day the shape 
of spines may not remain a mere S but may run 
the whole gamut of the alphabet, We may even 
become a nation of walking letters. 

Now, if it were up to a let of doctors they'd in 
one fell swoop do away with such female footwear 
fetishes as open toes, open backs, shell vamps, 
high heels, pumps, naked sandals, and just about 
every other attractive feature that lures women 
into shoe stores. If some of these docs had their 
way they'd universally decree a flat-heel, bulldog- 
toe, rugged oxford that would make an appropriate 
pediec costume for Whistler’s mother on a hike up 
Mount Everest. 

With all due respect to the medicos and their 
well-intentioned advice, there’s a vital point over- 
looked. Many of these doctors are about as know- 
ing of female paychology as Mae West is of solving 
some of Einstein’s more complex theories, The day 
that women will discard their lipstick and girdles, 
their zany hats and sheer hosiery, their starvation 
dieta and men—that’sa the day women will forego 
their eternal yen for high heels and fancy shoes. 
Whatever these doctors may know about women, 
it ain’t from the ankle down, While the “doca’’ 
spout about the “evils” of fashionable footwear, 
you'll find their wives sashaying around in the 
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fanciest shoes. This corroborates an old Chinese 
proverb: “Before swallowing the pill, see that the 
doctor does so first.” 

It’s one thing to take a medical view of a woman 
—a package of bone and tissue held intact with a 
wrapping of skin. But God didn’t stop His master 
invention at that point. Into the female cranium 
He inserted a whimsical mind. He then set down 
a few rules and told her she was on her own. Eve 
lost no time in breaking the rules by succumbing to 
the serpent’s caressing hiss. And since then women 
have continued to succumb to an endless miscellany 
of lures, including high heels and fancy shoes, 

But there’s an irony about this whole thing. The 
doctors themselves have never been able to agree 
among themselves as to what is or isn’t a “proper” 
shoe, The maze of conflicting statements (and we 
have loads of them on file) show that if you wear 
high heels you'll acquire anything from a tilted 
pelvis to a twisted medulla. Flat heels in one in- 
stance are said to be foot-heathy, and in another 
will cause sagging arches. If the toe is open you'll 
catch chilblains, and if it’s closed you'll get ingrow- 
ing nails. In backless shoes your ankles will get fat, 
while in closed shoes you'll get pump bumps. A 
nice wide shoe fails to give support, while a snug 
fit will net you corns, The grim alarms all point in 
the same direction: Fancy shoes lead to fallen 
arches—and the latter leads to everything short of 
a fallen woman, And behind it all lurks a tall heel. 

To illustrate, here’s a recent case. England's 
Princess Margaret a short time ago bought and 
wore a pair of fancy, high-heel shoes, The press 
snapped pictures, made comment, Then Dr, Nor- 
man Lake, one of Britain's leading orthopedic 
surgeons, let go a blast at such shoes, saying, “It is 
a pity that women must succumb to high heels 
which cause bunions and other painful deformities, 
and in some women cause a curving of the spine.” 

But inatantly came a rebuttal by Dr. P, B, Roth, 
an equally prominent British orthopedic surgeon: 
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Fashion-Wise...and functional 
= lining by BORG 








“ZIPPY Boots Courtesy of 
Golo of Dunmore 


Doubly distinguished are these “Zippy” Golo Boots. 
On the outside, smooth classic styling. Inside, the deep-pile 
warmth of lush Borg lining. Light-weight . . . kitten-soft 


... durable as only Borg can make it. Fine footwear is finer still, 


when it’s lined (and trimmed) with Borg. 


fabrics ri the fyduns, OAL Yount Tdouy 


BORG FABRIC DIVISION 


The George W. Borg Corporation + Delavan, Wisconsin 
in Canada . . . Borg Fabrics Limited + Elmira, Ontario 








New Salon-Type Store Caters 
Only To Children 


Derroitr—A new salon-type juvenile 
shoe store in a carefully designed three- 
tone color harmony of gray, pink and 
black, Edwin’s Shoes, is offering its 
young patrons a distinctive atmosphere 
in the new Taylor Plaza, a modest-size 
neighborhood shopping center now be- 
ing developed, It is located at 22339 
Ecorse Road in west side Taylor Town- 
ship. 

The owner is Edwin M. Greenfield, a 
shoe man for the last ten years. He 
was formerly a salesman in the Chil- 
dren's Fashion Shop at Evergreen and 
Seven Mile Roads in Detroit, and was 
also at one time manager of the shoe 
department for the Epps Sporting 
Goods Stores chain in Detroit. 

The new store is 20 by 100 feet, with 
a spacious appearance made possible 
by use of concealed stock, The color 
scheme has been carefully worked out 
and coordinated in the three shades, 
and applied to the walls; to the back 
grounds for four large pegboard dis- 
plays framed in light wood borders; 
and to the 24 chairs in alternation, The 
latter are wrought iron, cushion type 
with plastic covers and unique brass 
side supports, and are placed in two 
facing rows, 

Wrought iron is also used in the legs 
of two low 30 by 72-inch display tables 
topped by light finish birch, Wrought 


iron ash trays are finished in gray 
and black, 
Two bright red hobby horses and 


numerous colorful cut-out figures from 
nurseryland themes mounted among the 
shoes on the pegboards give distinctive 
atmosphere, There are two kiddie 
height mirrors, and several scattered 
potted plants, 

The floor is covered in black and 
white asphalt tile, with two gray rug 
runners, 

The store has a single door, center 
entrance, with two display 
each angled inward, 


windowa, 


New Shoe Salon Has Facade 
Of Marble and Glass 


SAN FRANCISsCcO—The tenth Chand 
ler’s Shoe Salon in the San Francisco 
Bay area was opened in the Hillsdale 
Shopping Center, San Mateo, 

The new store incorporates many of 
the features of modern design to make 
it a luxurious salon, One unusual as- 
pect is the gradual widening of the 
store from a 46-foot frontage on the 
rear Mall to a 67-foot frontage on the 
main Mall, The facade of marble and 
glass is sectioned into a modular de- 
sign with bulkheads and valances also 
in marble, The interior is a strikingly 
feminine decor in a combination of tur- 
quoiae, gold, and brown, 

William Jaggards is the manager 
of the new store, He was formerly with 
Chandler's in Stockton, Calif, 
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DONALD A, IRELAND 


President of the John A, Frye 
Shoe Company, Ine, 


Listeninc with keen attention to the naval officer 
who sat beside him, Mr, John A, Frye, former pro- 
prietor of the well-known shoe company bearing his 
name, sat in his seat, nodding thoughtfully while the 
tiain rolled toward Washington, D, C, 

Neither man realized that, through this chance meet- 
ing on a train in 1936, the Frye Shoe Company would 
shortly introduce the modified Wellington boot to the 
American market and thereby bring to completion a 
one-man campaign that the officer had been waging for 
some fifteen years, 

The story leading to that train ride and the ultimate 
production of the boot had its beginning in 1922 when 
a8 a young ensign a year out of the Naval Academy, 
Commander D, A, Frost, United States Navy (Retired), 
was attached to the Asiatic Fleet flagship, U.S.S, Huron, 
One day, while the ship was at anchor in Shanghai 
Harbor, a young British sub-lieutenant came over the 
side as boarding officer and threw a smart salute to 
Ensign Frost, Officer-of-the-Deck, The ensign had good 
reason to remember this Englishman for he was Lieu- 
tenant Windsor, Duke of Kent, 

At that time, however, the young American was more 
impressed with the pair of beautifully made half 
Wellington boots which he wore, 

Resolved to have a pair of boots like them, Ensign 
Frost conferred with a Chinese bootmaker who came 
on board a few days later, and, following the cus 
tomary bargaining, commissioned a pair of boots to 
be made, 

After wearing the boota for some time he was so 
well pleased with their amartness and comfort that he 
became convinced they deserved a place in the official 
naval uniform wardrobe, He embarked on a campaign 
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the Hali-Wellington 
to America * 


"Lhe Popularity of the Modified Well- 
ington in the American Market Is the 
Result of a Naval Officer's Fifteen Year 
Campaign to Gain Recognition for the 
Boot and to Find a Manufacturer. 





COMMANDER D, ADAMS FROST 
United States Navy (Retired) 


to bring this style boot to the attention of the board 
responsible for uniform regulations, 

His troubles began when he returned to American 
waters. Half-Wellington boots were practically un- 
known in the United States; he was unable to locate 
a shoe factory manufacturing them; and custom making 
was high, especially on a naval officer’s pay, about 
75 to 100 dollars per pair, These factors were not 
likely to endear the boot to his fellow officers, 

Still other problems confronted him, 

His continuing efforts on behalf of the boots resulted 
in the only written reprimand of his naval career, Once 
more in China in 1932, he had commissioned the mak 


ing of half a dozen pairs of boots which he then shipped 
| TURN TO PAGI 
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The modified Wellington, 
the boot that Commander 
Frost succeeded in present 
ing to the American market, 
achieved its greatest fame 
during World War I, Sales 
of the boot in the past few 

years have skyrocketed, 
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Protektiv’ — MODERN AGE” 


for good fitting as the for every age 
foot develops 
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Official Girl Scout and 


You’re pretty busy now... in the 
middle of a fine back-to-school shoe 
season. But don’t get too busy. 
Your stock is going down rapidly 
and you can’t afford to leave those 
holes on the shelves too long. Take 
the time now to check your stock 
and make out an order right away. 
You can’t sell an empty box to a 
shoe customer and you can’t make 
a profit on lost sales. So, the busier 
you are, the more you need a size- 
up order. You can always depend 
on our in-stock service department 
for on-the-dot delivery. Mail your 
order today. Terms 5%—30 days 
f.0.b. Reading, Pa. 


SAMPLES IN: 
Room 411, Marbridge Bldg., 47 W. 34th St., New York City 
Room 805, Alexandria Hotel, 5th & Spring Ste., Los Angeles 
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FINE QUALITY CHILDREN’S SHOES SINCE 1862 


Curtis-Stephens-Embry Co., Reading, Pa. 








: | School Casuals Lead 
In Twin City Sales 


MINNBAPOLIS—Back-to-school buying 
began early this year and is now in full 
swing stimulated by heavy newspaper 
advertising and college and _ school 
fashion shows, in department stores 
and fashion shops. There is a heavy 
emphasis on shoes in window displays 
tying in smart new stylings with cam- 
pus clothes as well as windows devoted 
entirely to shoes. 

Outstanding in sales are campus 
classics in conventional moccasin style 
in brown or black calf, in mapie 
grained calf and in gray or black 
bucko. Saddle oxfords in brown or 
black with white have had good move- 
ment. Buckled moccasins with squared 
toe and heel in brown or black are also 
good. In this type of shoe, colors also 
have sale in red, ivory or gray. 

For school, little girls’ favorites are 
straps. Favorite shade is brown with 
red second. Brown is the prevailing 
shade for boys with scuff-proof toe 
style. Good quality shoes are being 
bought, following the trend for a num- 
ber of years. Suburban stores report 
4 very good sale of children’s shoes. 

d Women's fall shoes have also had 
good sale, particularly in casual types. 
French cuff styles are liked in a vari- 
ety of colors in box glove and in black 
or navy suede, selling from $10.95 to 
$13.95, 

In high style shoes, reptiles are 
very good. John W. Thomas showed 
lizards in brown sling pumps with open 
toe and heel and smart pumps in 
brown, gray or black with matching 
bags. Napier promoted suedes set off 
with jeweled touches in black, mink 
mist or navy with medium or spike 
heels, selling for $21.95. This store 
also had a moceasin promotion in black 
or brown calf, selling at $9.95 and 
black or gray bucko, selling for $10.95, 
Maurice L. Rothachild-Young-Quinlan 
Co, presented a group with low and 
slender little heels in black suedea or 
leathera with faille trim and others 
with the same heel interest in all suede 
in black or brown, All sold from $8.05 
to $14.96. This store also featured rep- 
tiles in an annual reptile shoe sale at 
a special price of $18.95. Pumps, slings 








and springolators were offered in 
brown or honey beige in alligator and 
lizagator, 

* * * 





Saint Pavut—Fall selling of shoes is 
off to a good start with promise that 
this will be an exceptionally good sea- 
aon, according to reporta from leading 
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shoe merchants. Casuals are extremely 
popular in smart little pumps or straps, 
wedgies of all heights and flat little 
skimmers. French cuffs with square- 
toed flat wedge in leather or suede are 
liked. Shell flats in black leather are 
moving well. One-eyelet spoonbill 
wedges in gray, black or tan with crepe 
soles have good sale. Sabot strap 
wedges in black suede and calf or 
brown suede and calf have some sale. 
Handsewn moccasins are very popular, 
in leather or in suede bucko, in a num- 
ber of colors with browns or reds best 
sellers. 

Black suede is selling well in dress 
shoes in pump style. There is a very 
good demand for reptiles for smart 
city wear. Schuneman’s had a showing 
of alligator-lizards in five versions for 
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S.P.A‘e 
brilliant base for evening< 
our excitement of evening shoes tapered te 
pean de sole or suede, luminous with velvet 
ond gilded atconte, VELVET HEEL BARE 
BACK in black peau de soie with rhinestones 
and a velvet heel 25.95, GOLDUST BARE 
BACK in plack suede with golden dete and 
piping: 26.9%, Shoe Ralon, 
Evening stors in peau de sole and 
suede; accents and piping in rhine- 


stone, Saks Fifth Avenue, New 
York. (twe cols.). 
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fall in two heel heights in brown or 
black, selling for $24.95. Field-Schlick 
promoted lizagators in pumps in sport 
rust; selling for $23.95 and in alliga- 
tor in rusts for $26.95. 

Newman’s presented new fall styles 
in calf combined with tweed, in pumps, 
in black or brown, selling at $14.95 
with matching handbags. This store 
also presented sweater pumps with gay 
trim in black suede or leather, Besden- 
Kennedy showed classic saddles with 
side lacing in fall fashion colors, sell- 
ing for $11.95. The Emporium pre- 
sented suedes in closed toe pumps in 
black or navy blue and in slings in 
black with jet bead rosette trim, selling 
for $16.95, 

Children’s back-to-school shoes are 
selling very well, Stores are being kept 
busy as parents outfit children for 
their fall shoe needs, Brand name 
shoes are selling best because parents 
recognize their quality and good wear- 


ing value, 
* * + 


St. Louis Sales Heavy 
After Quiet August 


FOLLOWING a distressingly quiet 
early August, St. Louis shoe stores and 
departments are once again operating 
at a profit, Traffic is heavy both down- 
town and in the suburban family type 
atores, and several retailers report that 
they “make their day” before noon, 

Heaviest volume of sales is in chil. 
dren’s and youths’ departmenta, with 
multiple sales everywhere in evidence, 
Although full crewa of personnel are 
on hand to properly fit the young 
people, traffic at peak hours is occa. 
sionally more than retailera can com. 
fortably handle. 

Basic back-to-school patterns are 
selling in volume, with atyle factors re- 
ceiving more attention than wearing 
qualities, Grade school girls are choos- 
ing two-atrap patterns in brown or red, 
or one-atrap patent pumps, Junior and 
senior high achool girla are buying tra- 
ditional saddle oxforda of white rough 
or smooth with black or brown saddles, 
The newer lightweight wrap-around 
saddles are going extremely well in all 


color combinations, especially in all 
gray. 
Flats, skimmers, penny moccasina 


and casuala of all typea are selling in 
volume for all age brackets, including 
young matrona and college girls. 
Brushed leathers and furred textures 
are getting good attention, with suede 
and buck moccasina predicted to pick 
up even more aa the weather becomes 
crisper, 
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Grade school boys are choosing thick 
soled four or five-eyelet oxfords in cor- 
dovan and the increasingly popular 
black. Black tassel mocs continue in fa- 
vor as dress shoes. Moccasin casuals 
and two-eyelet ties are the most wanted 
patterns for teenaged lads, with the 
college-bound crew showing consider- 
able interest in white bucks. 

Men’s departments are well behind 
women’s and children’s in traffic, but 
the switch ahead to winter-weight suits 
is expected to jolt sales. The lion's 
share of shoe advertising space is cur- 
rently devoted to women’s and chil- 
dren’s promotions. Women’s shoe sa- 
lons, in addition to expected volume in 
black suede patterns, are selling quan- 
tities of black calfskin closed pumps 
with simple but elegant dressmaker 
touches, Tying in with the Mid-Amer- 
ica Jubilee running during September 
on the St. Louis riverfront, high fash- 
ion apparel and footwear are widely 
promoted in store window displays as 
the “Mid-America Look for Fall.” 


* . * 


Returning Vacationers 
Perk Up New York Sales 


AS anticipated, shoe selling in New 
York began to improve early this 
month. All it needed was some cool 
weather and the return of the summer 
vacationers from camp, country and 
seashore, Traffic in stores increased 
considerably and consumer interest 
along with it. 

In women's shoes, the emphasis was 
on closed pumps—especially those with 
the tapered, narrower toes. Decorative 
trims and details were important sell. 
ing features, Suede, calfskin, kidskin 
and patent, alone or combined with tex- 
tured leathers and fabrics were the 
favorites for tailored and daytime 
dress-up types; while for evening and 
galas, suede or satins in slings, sandals 
and backless types were getting good 
response. As for color, despite the fact 
that retailers are promoting colors 
strongly, consumer preference, as 
usual, starts with black. 

Some of the specific promotions: “The 
pump is the important shoe for fall! 
Come and see our wondrous collection 
of exciting shoes in this season's most 


wanted colors and leathers ... tawny 
amber, apple red, glass black, espresso 
brown ... broadtails, calfskins, suedes 
—just to name a few.” “New costume 
addenda . .. the tailored black calfs— 
rich black calfs with newsy-but-tailored 
details, narrowed heel, set for a heavy 
program.” ,.. “La look Espanol in a 
sandal to dance all noche”... “ripple- 
weave ... creating a wonderful stir in 
the fashion world, bringing exciting 
new texture to our beautifully shaped 
shoes—each with a special splendor all 
its own—a spray of jet, a gleaming 
buckle, a bared back.” Tailored, suit- 
type shoes were selling well and in this 
category the emphasis was on glove- 
like softness, flexibility, walking com- 
fort. 

In children’s shoes, retail selling had 
accelerated at a satisfactory pace. Mer- 
chants stressed style to the youngsters 
and important features of fit, wear- 
ability and leathers to the parents. 





BECK 





Pit Ave. 04 theta + Pit hoe. yey ~ y mal 
108 ©. dah e+ oF 50th St 
68 Fotion 8. B'biye. 65 other in 
few Vr ew oe Woche + Wentchooter 
portnge! Moher order 
der rT wa 


Peau de sole imparts elegance to 
this sling back, with just-right bau- 
ble. A. &. Beck, N. Y. itwe coils), 


Moccasin types, saddles, two-eyelet ties 
and straps were the most popular. 
Shoe retailers feel that the fall sea- 
son has gotten off to a good start and 
they are optimistic about the coming 


weeks, 
oa + + 


Fall Volume in Denver 
Starting Very High 


WITH Denver weather in late summer 
and early fall the most seasonable in 
many years, with no distress merchan- 
dise on the shelves and with a steady 
growth in population estimated at 2600 
persons a week, Denver shoe retailers 
are most optimistic now and for the 
future. Back-to-school business in late 
August and early September was re- 
ported as the “biggest in years” by 
several merchants. 

“We had the biggest white season 
ever in a ‘white city,’” reported an 
owner of several large shoe stores lo- 
cated in downtown Denver and subur- 
ban communities. “There is so much 
new interest in women’s shoes (yes, 
and men’s and children’s too) that we 
can’t help but sell lots of shoes this 


coming fall and winter. With a 
stronger fashion interest in casual 
clothing, casuals will also be big 


through the fall, even after the young 
people are back in school, Then when 
Mom gets the kids off after mid-Sep- 
tember, she’ll start buying her own 
street and high fashion dress wear,” 

Black is important in the back-to- 
school picture, both in girls’ and boys’ 
shoes, Tan moccasin casuals have been 
No, 1 for boys, with black, second, Den- 
ver youth, too, buy, in volume, oyster 
buck desert boots, ranging in price 
from $8.95 to $10.95. In girls’ sizes (4 
to 12’s—and many shops offer up to 
size 12 for growing girls), black, gray 
and brown suede moccasin casuals have 
been selling well, but the skimmer 
pumps, both plain and sweater, have 
been in demand in black suede and kid. 
In high style slippers for girls going 
back to school, short shaped heels are 
“the big interest,” a prominent retailer 
said, “So many girls going back to 
achool want dress shoes with 16/8 
heela down. We attribute this trend to 
the fact that a nationwide survey 
shows that college girla have grown 
three and one-half inches in the past 
10 years as compared to boys’ growth 
of one and one-half inches, They want 
to look like they're wearing high heele, 
but they want to remain shorter than 
the boys.” Blue moccasin casuals were 
selling in volume at one store where 
the “younger fry” was also buying 
seotch plaid saddles, 

In women’s shoes, Denver women 
like springolators for dress; they pre- 
fer vinyls with black suede combination 
and jewel treatments. In dress, they 
are buying heels in 21/88 up; in street 
wear, shaped heels in 16/8’s down, The 
18/8 heel is not in demand, Textured 
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VOTED MOST DIFFICULT TO RESIST... 


Ki 
ing Bee 
MEN'S 
SLIPPERS 


AND 
SANDALS 


STYLE MINDED, COMFORT SEEK: 
ING MEN JUST CAN'T RESIST A 
TICKET LIKE THIS,..THAT'S WHY 
KING BEE I$ WAY OUT IN FRONT 
ON SALES, LISTEN TO THE CASH oe 
REGISTER RING OFF THE VOTES . , . it?s 
AS FOOT HAPPY CUSTOMERS uucgs 2 ' — 
PICK THE LINE WITH SUPERIOR 
CRAFTSMANSHIP, CHECK YOUR 
STOCK TO BE SURE YOU DON'T 
MISS OUT ON THE BIGGEST 
VOTE-GETTER OF THE YEAR! KING 
BEE SLIPPERS FEATURE BILTRITE 
NURON-FLEX AND NURON CREPE 
LIGHTWEIGHT SOLES 


WRITE FOR YOUR FREE CALENDAR FEATURING THE LUSCIOUS KING BEE GIRL! 


KINGS FOOTWEAR COMPANY °® 47 WEST 34TH STREET, NEW YORK CITY 
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He'll walk away with them when you say, 


“The Leather is Lawrence Polo Calf’” 


Lawrence Polo Calf helps you make sales — and 
assures you of repeat customers, 

The smooth aniline finish of Lawrence Polo Calf 
tells your customer this is luxury leather. The soft 
supple folds of Lawrence Polo Calf tells your cus- 
tomer it will wear well. And the sale is made when 
you tell your customer it’s Lawrence Polo Calf, 

Lawrence Polo Calf makes the shoe product you 
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sell better — because it’s a product of the famous 
Lawrence skills in tanning and finishing. 

So tell your customers — sell your customers on 
Lawrence Polo Calf. 

Advertised in Esquire: 
Lawrence Polo, Saxon, Continental Calf 

A. C. LAWRENCE LEATHER CO., Peabody, Mass. 


A DIVISION OF @wWiFT & Company line! 
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calf in leathers is very good and rep- 
tiles of all kinds were selling well in 
brown, honey and black alligator, gray 
java ring lizard, in brown and black 
alligator lizard in.sling pumps, low- 
heel straps, high heel, closed toe pumps 
and high heel open-toe pumps. There 
is a definite trend away from all suede 
and toward the matte leathers and 
highly polished calfskin. Another re- 
tailer said that contrast in color and in 
leathers is more and more important, 
such as brown suede with coffee frost 
heel and toe trim, black broadtail 
leather and black suede, and in evening 
wear, suede with satin or velvet. 
+ + + 


Black Is Big Color 
In Chicago Shoe Sales 


WITH back-to-school business pretty 
much accounted for, regular fall shoe 
business is accelerating for Chicago 
shoe retailers. School business opened 
up somewhat earlier than usual and is 
reported as quite satisfactory, both for 
the college and high school trade, as 
well as the regular children’s business, 
As is customary, the children’s busi- 
ness consisted largely of staple types, 
although there appeared to be some- 
what more interest in dressy types 
also this year. These are often second 
purchases, usually made in October, 

Black is the number one color in all 
silhouettes, In fact, Marshall Field & 
Co, has run a number of full page ad- 
vertisements of black shoes in a vari- 
ety of patterns. Emphasis is placed on 
black as a fashion color. Typical copy, 
for instance, reads, “This year’s black 
shoe is not to be confused with an ac- 
cessory color, It is an integral part of 
the whole beautiful black look. Black 
uninterrupted by color contrast, re- 
lieved only by slackening fashion lines, 
Black is what the newest shoes have 
in common.” 

More calf than usual has sold early 
this year and indications are this will 
continue through November and De- 
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cember. Spectators in tweed and calf 
combinations have been particularly 
well accepted. Broadtail, textured 
leathers, ripple cloth and black reptiles 
have also shown activity. Clear vinyls 
have been good ever since last spring, 
are selling well now for dress and will 
be important the rest of the year. 
The same is true of springolators 
which have become volume in certain 
shops. 

In dressy type slings and sandals, 
there is a lot of interest in pearl gray, 
navy suede and black velvet with viny! 
heels, and also in black or navy silk 
shoes with jewel trim. Ornamentation 
is important in practically all pumps 
sold. The high fashion salons are fea- 
turing bronze tones as well as sculp- 
tured leathers in ebony and pewter 
gray and finding ready acceptance. 

Men’s business is also doing well for 
this time of the year. There is evidence 
of a renewed interest in heavier types. 
This is welcomed by retailers who look 
to an opportunity to follow through 
with additional sales of lighter types 


in spring. 
+ * * 


School Buying and G, O. P. 
Boost San Francisco Sales 


TWO things helped to stimulate sales 
in San Francisco’s retail shoe stores 
and shoe departments during the month 
of August—the Republican National 
Convention and back-to-school promo- 
tions, 

Delegates and people connected with 
the convention crowded the city’s hotels 
and rooming facilities. Footwear sales 
were boosted not only by the conven- 
tion activities but also by the daily and 
nightly programs of social events for 
delegates and their ladies. Kickoff af- 
fair was the huge champagne supper 
and reception for eight thousand in the 
Civie Auditorium by the State of Cali- 
fornia under the leadership of Gover- 
nor Goodwin J, Knight. Other social 
events were held each day and evening, 
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and 


dress footwear, 
many merchants gave a political twist 
to their advertising copy. For example, 


all calling for 


Frank More headlined an advertise- 
ment: “Majority Vote for Cevanne's 
Conventional Sling.” 

Back-to-school promotions got under 
way the last half of the month with the 
emphasis on serviceability and rugged 
wearing quality for the small fry, and 
the grown-up look for the teen-agers. 
Children’s shoes this year seem to be 
more highly styled, and lighter in both 
weight and color, For the young girls 
there are a variety of styles in a large 
assortment of colors, In the tailored 
types straps predominate, and twin 
straps seem most popular. 

There is variety, too, in the leathers, 
with combinations of suede and calf, 
calf and buckskin, and suede and soft 
pigskin. Many of the flats are soft and 
light weight. There are also the 
stacked heels and the conventional 
saddles, 

For the male campus wear the tie 
moccasins in brown or black leather 
are popular, These have either crepe 
or leather soles, They are priced at 
$12.95, $15.95 and upward, 

Most shoe merchants have held sales 
and cleared their summer footwear and 
restocked their shelves with fall mer 
chandise, 

As a whole, merchants report that 
sales totals for August are going ahead 
of last year. Suburban stores eape- 
cially report good sales volume, partic 
ularly in the newly established outlying 
shopping centera, 

+ + * 


Cheyenne Shoe Business 
About Even with 1955 


PAIRAGE aales of women’s casuals 
and children’s back-to-achool shoes in 
Cheyenne, Wyoming, have held about 
even with last year for the early fall 
season, buyers and shoe store man- 
agers reported, Pairage was down in 
women’s atyle footwear and men’s dreas 
and work shoes, a majority of stores 
interviewed indicated, although higher 
prices have helped to hold dollar vol- 
ume fairly close to a year ago, 

The long-term slump in farm and 
ranch net income plua continued dry 
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The New PEEK-A-Boot process gives better style plus 













* Superior Wearing Qualities 
* Outstanding Design 
* Greater Eye Appeal 





Look — handy loop 
fastener that’s easy to 
button and insures ankle- 
flattering fit 


Note the smart design 
and attractive trim now 
possible with Peek-A-Boot's 
new manufacturing process 


A sturdy, light tread 
that features Shur-Grip 
sole. Available in two 
heel heights for high 
heel and flats 


Pliable, yet firm, 
it retains 
attractive shape 


Extended outer sole and heel — - 
extra reinforced to absorb wear Q 





NO OTHER RAINBOOT LOOKS SO GOOD, WEARS SO WELL, SELLS SO FAST 


... Onder New Process Pook A-Boot TODAY / 


In rich, warm smoke tones — and clear 




















#2544 (Clear) 
Size CHART XS | S$ M L | XL #2545 (Smoke) Best for Flat & Cuban Heels 
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Worth more, still only $2 retail 


& vpEEK-A. poor iv” 


1604 So. Flower Street, Los Angeles 15, California © Warehouses: New York City and Chicago 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


Los Angeles 


Loca. manufacturers are running, by and large, at peak 
capacity or a little beyond. Here and there some plants 
are working a few overtime hours. In general, fall produc- 
tion is expected to surpass last year’s, admittedly an ex- 
cellent period, 

Re-orders on fall styles are already showing up, mostly 
in the brown family. The early selling of this merchan- 
dise may perhaps be traced to the unusually cool August 
we had; except for one hot spell of three-day duration the 
month was quite cool. During the last week of August, 
skies were overcast and noonday readings were in the 70's. 

Back to school sales were very good and left many holes 
in the walls that have to be filled. As expected, most of 
the action was concentrated in the more conservative shoes, 
The fancy numbers provided conversation openers but the 
sales took place in the basics, Consuming public appears 
to still have plenty of ready cash; little price resistance 
was felt and the merchandise bought was definitely not 
down-graded, 

The biggest headache manufacturers have to face is the 
help problem, It’s hard to get experienced, skilled help 
with a liking for the trade. There is untrained labor avail- 
able, useful enough for the lower priced lines, but better 
quality manufacturers are having their headaches getting 
skilled craftsmen, 

Even the unskilled labor isn’t too easy to come by. 
Young people are not particularly interested in the shoe 
industry. Competition from other industries is keen for 
people just entering the labor market, many of them offer- 
ing far higher wages than shoe manufacturers are willing 
or able to pay. In this area, for instance, a common dish- 
washer in a small restaurant starts out at $1.25 per hour, 
and works only a 7% hour day while drawing pay for 
eight. His meals are also included without cost to him and 
no experience is required, An experienced dishwasher who 
really works on the job can figure on quick and substan- 
tial raises, The average waitress is making $80.00 per week 
from salary and tips, even in modest establishments. With 
competition like this for workers, the shoe industry is hav: 
ing trouble at present and many feel there is even more 
trouble ahead. 

The manufacturer replies, of course, that with his paper: 
thin profit margin he can't pay more, Even the makers 
who are running overtime say “I’m making lots of shoes 
but don’t ask if I'm making money.” Many say that in 
spite of huge turnover, they are only swapping dollars, 


New York State 


SHOE manufacturing is picking up in the New York 
area, Production is on the increase and although reorders 
and fill-ine are still a bit slow in coming in, the outlook is 
promising. Selling at the retail level has picked up and 
as a result manufacturers believe that ordering will accel- 
erate, 
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yard Markets 


Rochester shoe manufacturers describe current opera- 
tions and the immediate outlook as moderately good. Most 
plants are running considerably below capacity, but are 
doing better than many in other areas, if trade gossip is 
right. 

One of the two largest plants here making women’s shoes 
reports recent business has shown a fair increase over last 
year pricewise but not in pairage. This reflects the im- 
portance of price increases in recent months. 

While it might be argued that price boosts may have 
slowed sales to retailers, firms manufacturing women’s 
footwear here believe the consumer is less price-conscious 
than most retailers think, But manufacturers admit that 
stores well stocked or over-stocked with shoes constitute 
a buyers’ market and can afford to be choosey in placing 
orders. 

Careful and limited buying continues to be the rule, 
most factories find. This makes manufacturers sensitive to 
the changing pace of retail sales. 

Large in-stock departments of several manufacturers of 
women’s and children’s shoes have enabled those com- 
panies to maintain a higher rate of production than have 
make-up houses elsewhere. 

A women’s factory notes that black and browns, includ: 
ing walnut, lead in fall orders. Demand for navy has been 
greater than expected, but sales of reds are off, also French 
Bread and similar shades. 

The proportion of suede to smooth leathers has been 
about in line with expectations, this firm stated, Orders 
from eastern retailers are better than from mid-western 
and western stores, Likewise, some western retailers are 
slower in paying their bills, according to this source. 

Rochester manufacturers also point out that the after- 
eflects of the higher minimum wage have been less serious 
to firms in this state than in the Midwest. Where the 
increase in labor costs is running around 14 per cent more 
in that part of the country, New York State producers had 
to contend with a much smaller increase, 

Nevertheless, some Rochester manufacturers think that 
small price increases will again become necessary in No- 
vember unless creeping increases in costs are slowed, 


New England 


New ENGLAND manufacturers of women’s dress shoes 
have been in a more optimistic frame of mind since early 
in September. Reorders on fall shoes and even initial or- 
ders on styles hitherto passed up by retailers have been 
not only more numerous but also larger in pairage per 
order, it is reported, indicating that consumers are again 
in the market in most parts of the country, 

Clearance sales of summer merchandise, plus successful 
back-to-school and back-to-college openings have worked 
inventories down to the point at which retailers are again 
open to buy. In fact, a few manufacturers report that 
chains, wholesalers and other large outlets are placing 
orders for cruise and early spring styles, It seems obvious 
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—™4 COMPO’s New Model M 
BOTTOM CEMENTER 







4 Adhesive 


Operation 
WY, 


AND THESE ADVANTAGES 


Two separate cement systems 

Saves floor space 

Faster changeovers 

No contamination 

Variable speed operation 

Greater production flexibility 

Ask your local Compo District Office for a trial 
demonstration of this revolutionary new machine. 






AVAL we 


Machinery and Adhesives for all types of Cement Process Shoes 


| Please send me the following additional 
| information: 

'{] Machinery Sales Bulletin on your COMPO 
H Model M Bottom Cementer. 











1 Prices and Terms on all COMPO Machines. 
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to competent trade observers that 1956 production will not 
suffer in comparison with the record total achieved in 1955. 

There has even been a marked increase in reorders re- 
ceived by children’s shoe manufacturers, a segment of the 
industry which has lagged. This improvement is expected 
to hold and become even stronger during the latter part 
of September and early October, 

The policy of many companies of using the summer 
months to make shoes for their in-stock departments in 
anticipation of business to come, is now beginning to 


Chicago 


THE manufacturing end of the shoe business is rapidly 
beginning to point toward spring. Southern salesmen have 
taken spectators and patents on their recent trips. Some 
cruise lines are about ready and have even had some pre- 
liminary showings. Design departments are busy and sam- 
ples are in the works, Most of them are aimed for release 
at the National Shoe Fair, However, there will be some 
earlier showings to major outlets in the hope of getting 
production on at least some of the staple types underway 
as early as possible, 

To date, nothing radical has shown up for spring. Many 
houses are currently conferring with salesmen, sales man- 
agers, and others as to which patterns should be dropped 
and replaced with other shoes. However, there are indica- 
tions of heavy interest in more tapered silhouettes in pumps 
due to the influence of the Maxine last. 

Just about all versions of the decorated pump will ap- 
pear. Clear vinyl and springolators were good all summer, 
have continued so through this fall and are expected to 
go right through December and on into next spring. They 
are definitely looked upon as volume shoes for the pre- 
Easter selling period. Late introductions into some lines 
were the pumps with extremely light flexible soles and 
Pellon insoles, These are being run in white calf for 
October delivery and will go heavily into the lighter colors 
for spring. Perforated quarters will be part of the varia- 
tion in treatment. 

The sweater pump remains much in the picture and thus 
far has outsold elastic quarters. Pumps in both misses’ and 
children’s shoes appear to be breaking away from the 
strap, and thia is especially noted in children’s lines, 
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While southern salesmen are shifting to early spring 
types, northern salesmen both on the road and at regional 
shows are concentrating for final re-orders on calfskin 
street shoes and on holiday types for October and Novem- 
ber delivery. There has been a good increase in numbers 
of orders for patent, which is expected to be just as strong 
if not stronger than last year. First deliveries are sched- 
uled for October to continue through November and De- 
cember, so that they are ready as soon as suede drops off. 
There have also been substantial orders on suede and vinyl 
combinations, clear vinyl, and springolators, as a number 
of retailers were caught short in these categories. Second 
orders have also called for a good percentage of holiday 
shoes, including gold and silver meshes, vinyl and suede 
combinations, vinyl and gold and silver combinations and 
clear vinyl. 


St. Louis 


Sr. LOUIS shoe manufacturers continue to be busy filling 
orders for immediate delivery and, at the same time, mak- 
ing up their first samples of next season's styles. Prolonged 
hot humid weather well through the month of August kept 
the brakes on the fall fashion business to some extent, but 
conditions opened up at the end of the month and shoe 
stores and departments really came to life saleswise. 

Several St. Louis women’s shoe producers report that 
reorders are now coming in at a steady and heavy pace, 
more than making up for the lack of cutting spottily prev- 
alent for the past few weeks. Packing and shipping rooms 
are still active to meet late September delivery dates, 

The children’s business, which shriveled during August, 
is at present extremely active at retail, and dealers are re- 
questing immediate size fill-ins on basic back-to-school 
favorites, Manufacturers expect an even heavier volume of 
reorders by October 1. 

Producers are generally optimistic about fall business 
prospects, With weather less of an influencing factor in 
the fall than at other seasons, and with shoe stores cur- 
rently humming with customers, the outlook is regarded 
as favorable at both manufacturing and retail levels, 





New Shoes Get Free Shine 


COLORADO SPRINGS, COLO.Applying an expert, 
professional shine to every pair of shoes purchased in the 
men's shoe department is a policy which has been building 
good will and extra volume at The Shoe Circle, exclusive 
shoe store operated by Ed Obele, here, 

Obele hit upon this idea shortly after giving up a leased 
shoe department in smart Kaufman's, fashion department 
store in downtown Colorado Springs, One of his firet steps 
in designing the Colorado resort city’s largest specialty 
shoe store was to include a segregated men's shoe depart: 
ment, directly back from the front door, but separated 
from the children's and women's shoe department by a 
partition of slanted redwood planks, similar to a venetian 
blind set on end, With 12 fitting chairs and stock shelving 
which displays neatly cartoned men's shoes at arma’ reach, 
Obele felt that he had created the sort of department which 
men appreciate, 
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Next, at the far end of the department he installed a 
two-stool elevated shoe shining stand with two green plas 
tic-upholatered arm chairs and the familiar step up plat 
form, with sliding drawers for polishes, brushes, cloth, ete, 
The stand is operated by a colored shoe-shiner, who auto: 
matically shines to a high gloss every new pair of shoes 
purchased, Otherwise, the charge is 25¢, a price which 
downtown Colorado Springs businesamen are glad to pay 
in return for the unhurried, fully guaranteed job which ja 
produced, 

“Men appreciate this extra service,” Obele said, 
it means that every pair of new shoes starts out looking its 
beat. At the same time, it gives us an excellent opportunity 
to sell polish along with each new pair of shoes and to win 
the sort of good will which translates itself into enthusiastic 
recommendations from one man to another, Our polish 
salea are many times what they were before and the 25¢ 
ahoe shines in between the free version are aufficient to pay 
the shoeshiner’s salary, 


“since 
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STYLE YOUR 
TEXTURED HITS 






TRADEMARY 





SPLITS 


by BREZNER 


Cash in on the soaring trend to Textured Leather in 
footwear with versatile, down-to-earth BRUSHIE. 
Tanned as carefully as choice side leathers, 
BRUSHIE'S richer, deeper nap . . . in newest 
fashion shades and pastels . . . makes it ideal for 
all types of men's, women's and children’s shoes. 
So for textured hits with built-in profits . . . 

style with dollar-stretching BRUSHIE. 


This design is available to shoe 
nenilatwe,. Wits fer you Send for swatches ... TODAY! 


free sketch TODAY | 





THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


“Fashion Right” Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. CINCINNATI onio NEW YORK AND PENN, MIAMI, FLORIDA ORIENTAL EXPORT 
° oe. 






WH. B. Avery Co. Sp lle Homer Bear Jack G, Mendelsohn Liebman & Cumming 
MILWAUKEE, WIS, ROCHESTER, N.Y LOS ANGELES, CALIF, San Francisco, Calif, 
Horeld |. Stewart John E, Graham & Sons Russ White Co, 


Handbag Representatives New York, N. Y., Chilewich Sons & Co, 
Representatives in All the World's Leading Leather Markets 


As featured in the Brezner “Tomorrow's Shoes . . . Today!" Series in BOOT AND SHOE RECORDER 
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The “wrong kind” of Democrats are 
now in control of the Senate and the 
House, union officials contend. AFL 
President George Meany says flatly 
that labor will work to wipe out the 
“conservative - reactionary” majorities 
now in control, and to replace them 
with members who will vote the AFL 
legislative program. 

Nearly all union treasuries are in 
blooming health this year. This is prin- 
cipally a direct reflection of the fact 
that the nation now has 60 million 
gainfully employed persons—an all- 
time record high—and union dues are 
flowing in peak volume to union head- 
quarters. As a result, union leaders 
are prepared to spend handsomely in 
both the national election and state 
elections to defeat “pro-business” office- 
holders and to replace them with pro- 
union candidates. 


The new round of inflation that’s 
building up is causing some frowns 
and furrowed brows around the White 
House. Ike’s economists are now re- 
signed to the fact that a certain amount 
of inflation—a lot of it resulting from 
the steel strike—is inevitable, 

The political problem now at hand: 
How to control the rising cost and 
price pressures now at hand, how to 
keep them from getting too far out of 
hand, particularly between now and 
the November elections. 

Politicians in both parties are well 
aware that inflation, if carefully con- 
trolled by government, can produce a 
synthetic type of prosperity that is 
appealing to voters who don’t think too 
far ahead (former President Truman 
once stirred up the wrath of those who 
live on fixed incomes by remarking that 
“a little inflation never hurt anybody.”) 

When a major wage increase is put 
into effect, all the wheels of the na- 
tional economy begin to spin a little 
faster. Workers, earning more, begin 
to think in terms of prosperity, al- 
though the price of goods and services 
they buy also rises, 

What Washington is now trying to 
accomplish is to use both laws and per- 
suasion on businessmen in an all-out 
effort to prevent (or at least slow up) 
the rises in costs and prices that neces- 
sarily are going to occur at all levels of 
the metalworking industries, 


Republican doorbell-ringers are being 
advised that the job of electing a Re- 
publican-controlled Congress this No- 
vember will be rugged, but not im- 
possible, 

President Eisenhower's name on the 
hallots does not necessarily guarantee 
that he will carry a Republican ma- 
jority in the Congress along with him, 

A two-day Washington meeting on 
Republican strategy hammered away 
at the theme that “you can’t take any- 
thing for granted in politics.” 


There is a good chance that Republi- 
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cans can wrest 94 House seats from the 
Democrats now holding them, leaders 
predicted. Of these, 31 were won by 
Democrats in 1954 by hairline margins. 
In 68 others, Ike is rated as a winner. 

In the Senate, Republican leaders 
think they can take over at least “sev- 
eral” of the nine seats now held by 
Democrets. Revublicans need to hold 
all they’ve got and pick up two more 
seats to win a majority in the Senate 





Inside Shoe Business 
[CONTINUED FROM PAGE 63] 


“There’s nothing wrong with high 
heels. They are better for women than 
are flat heels. Based on my lengthy 
studies on the subject, the psycholog- 
ical advantages of the high heel far 
outweigh any of the minor physical 
defects that are claimed to be asso- 
ciated with it. If it pleases a woman to 
wear them, then they serve a beneficial 
purpose.” 

See what we mean? Even the most 
eminent medical authorities can’t find 
nu common ground of agreement on this 
subject. But there’s one thing for 
sure, and Dr. Roth has struck the 
heart of the matter, These shoes give 
women a psychological uplift. 

Despite all the hue and cry of med- 
ical protest, women will continue to 
express the forceful individuality that 
has typified the female since Eve. A 
woman will willingly chance all the 
chilblains and fallen arches, all the 
twitches and twinges, and all the other 
maladies which the doctors dolefully 
prophesy for wearers of fancy shoes. 
She knows only this: a pretty, high- 
heel shoe does a lot of nice things for 
her, esthetically and psychologically, A 
pretty shoe is a wonderful thing, And 
since woman put her foot into it, the 
world has been an exciting place to live 
in, 

The psychological truth behind our 
argument can be summed up with a 
simple illustration. Recently a lovely 
gal was photographed in a New Jersey 
nudist camp—nude, of course, except 
for the pretty, high-heel sandals on her 
feet, 

And that’s what we mean. You can 
expect a woman to forego a lot—but 
never her fancy, high-heel shoes, 


Concentrate on One Line 


For Best Customer Service 
[CONTINUED FROM PAGE 55] 


when most everyone in the area was 
holding semi-annual clearance sales, 
we had an excellent opportunity to 
gauge the potential. We held no sale-— 
ours was all brand new merchandise— 
and we did excellent business, When 
early fall selling really opens up, as of 
thia month, we anticipate good selling 
activity. So far this year, our retail 
sales figures in the other two Wright 
Arch Preserver Shops have been con- 
siderably ahead of those in 1955 and 


we look forward to maintaining that 
pace and even better now that we have 
our third and latest shop. 

“We have close to a _ twice-a-year 
turn-over. Most of our shoes are make- 
up shoes and we keep ordering them 
right along. Stock shoes are ordered 
every other week.” 

The new shop is under the able man- 
agement of Mike Cohen, who has been 
an E. T. Wright man himself for a 
matter of thirty years, more or less. 
A. Swanberg is the salesman and his 
enthusiasm for the new set-up is con- 
tagious. The unanimous opinion is that 
multiple pair sales are a cinch when 
you carry one line of shoes that is com- 
prehensive and embraces every shoe 
need, 


Review of Retail Trade 
[CONTINUED FROM PAGE 71] 


weather was blamed largely by Chey- 
enne shoemen for the falling off in unit 
sales. 

Casuals have sparked the traffic in 
women’s shoe departments, all stores 
reported, Flats especially have moved 
out well. Soft leather flatties in mocha 
and cherry red have been good at $7.95. 
Hand-sewn vamps have been wanted 
features. College and high school girls 
have been important customers, 

One buyer pointed out that the more 
feminine appearance of this season's 
flats has had much to do with current 
popularity, particularly among teen- 
agers, Contrasting top-line, toe stitch- 
ing, buckles and flowers have created 
new interest. Buffed leathers have been 
very much in demand, with many two- 
tone and two-texture combinations, 

Colors which were sighted as carry- 
ing most appeal included gray, beige, 
bronzed yellows and reds with a yel. 
lowish tinge. 

Suede has been a favorite with Chey- 
enne college and high school girls for 
dress-up. Lighter-colored beiges have 
had fair acceptance in this leather 
which buyers said was unusual for fall. 
Suede combined with either patent or 
smooth calf leathers has been good at 
one store, A best-seller has been a shell 
pump with baby Louis heels, This has 
sold well in calf as well as in soft black 
suede, 

The basic leather oxford has been 
the stand-out in back-to-school selling 
for children, Most popular among the 
girla have been the two- and three- 
eyelet ties. Glove leathers have been 
popular for school use along with 
grainy and shag leathers, 

Appearance of shoes in the casual 
atyle for younger school girls has 
boosted sales at one children’s depart- 
ment, it was said. Most wanted in 
these have been slip-ons with fringed 
collara and straps for both girls and 
boys. One-straps in textured leathers 
have been a favorite with the girls. 
Browns have been most wanted colors 
in children’s school shoes, Reds have 

[TURN TO PAGE 81, PLEASE] 
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funtime footwear 


NEW STYLES...NEW SOLES... 
NEW WAYS TO PROFIT! 


For °56, Ripon gives Funtime Footwear a wider appeal 

than ever...new reasons for your customers to buy 

...mew ways for you to profit. 

The new soles, for instance, run the gamut from 

soft glove leather to sturdy Cat’s Paw... flats, wedges, 
full-heel models. Now Ripons are as at home in the open as 
by the TV, part of any around-the-house every activity. 
Greater use, greater profits! 


Fabrics, too, range widely: worsted, nylon, grain leather, 
topsail cloth. All at low Ripon prices, so the family can 

splurge on several pair—and the gift shopper go all-out. 

Higher volume, higher profits! 


Nation-wide advertising will introduce the new styles to 

your customers. For your own follow-through, Ripon offers 
a complete promotion, as smart and appealing as 
Funtime Footwear itself (see below). 
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WRITE FOR THE 1956 STYLE BOOK. Sce your new sales aids: the free 
mats, the colorful bill stuffers, and this clever new “tops and bottoms” 
footform display. 


RIPON KNITTING WORKS, RIPON, WISCONSIN 
Branch offices: New York, Chicago, Los Angeles, Detroit, Seattle, 
Dallas. in Canada: Forest City Knitting Co., London, Ontario 
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What’s the Score? 


[CONTINUED FROM PAGE 61] 


a better job, or when credit is withheld 
when one has done a good job, there is 
absolutely no incentive to put forth the 
best effort, 

It has been said that the apathy of 
salespeople is merely a reflection of the 
management’s own attitude. When the 
management does not maintain and 
publish records of each salesperson’s 
accomplishments—weekly, monthly, and 
yearly comparative records, by depart- 
ment—it may be taken as a confession 
that they do not care who sells and who 
doesn’t, regardless of bonus arrange- 
ments or any other form of over-all 
prompting. A game of any kind doesn’t 
begin until they start to keep the score, 
and when they stop keeping score the 
game is over. 


Commission Is Not Enough 


Payment of commission, according to 
many students of retailing, is not suf- 
ficient incentive in itself. A salesper- 
son must know that the department 
head “has an eye on him” and knows 
what he is doing. He must know that 
his results are being measured; and 
that he will be complimented and even- 
tually promoted if he does a fine job, 
and perhaps the reverse if he does a 
poor one. Only then will he be inter- 
ested in the sales training that will 
make him a more valuable employe. 

Recognition for a job well done is 
high on the list of motivating influences 
for all people; more important in many 
instances than compensation itself. 
When someone is promoted, a promo- 
tion that everyone could “see coming” 
because of an excellent record, the en- 
tire department is stimulated. For it is 
clear, then, that promotions are based 
on merit. A promotion that seems to 
come “out of the blue,” which is always 
the case when no one knows what the 
next fellow is doing, causes nothing but 
resentment and a further weakening of 
the will to work. 


The Basic Secret 


When no attempt is made to discover 
who is doing good work and who is not, 
what stimulus is left? There would be 
no interest in the American or National 
baseball leagues if the scores of each 
game and the standings of the teams 
were not published! There can be no 
competitive spirit when no one knows 
who is the winner, Good salespeople 
want to be compared with others and 
thus get the recognition they deserve. 
It is the good salespeople who leave 
when such recognition is not forthcom- 
ing. Poor salespeople like to operate 
“in the dark”; they are the ones who 
remain, 

Almost all manufacturing companies 
publish a record of each salesman’s 
achievements, month by month and year 
by year, for all to see. That is the 
basic “secret,” if it may be called that, 
of instilling a spirit of competition in 
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every salesperson. It is the way to 
make salespeople eager for sales train- 
ing. After many years of experience in 
charge of sales organizations, there 
isn’t anything I have learned about 
motivating salesmen that could be used 
without sales records as the basis. 

Imagine, if you will, that you are a 
weekend guest, in a home unfamiliar to 
you. You have just taken a shower 
bath, and are now entering your bed- 
room, clad only in a Turkish towel. 
Would you be self-conscious? Of course 
not! No one can see you. But you 
would be if you accidentally opened the 
wrong door and walked into a room 
crowded with people. 

Such is the nature of publicity. If 
salespeople can turn in a mediocre per- 
formance day after day, without any- 
one seeming to know or care about it, 
many of them will do exactly that. But 
if that performance is a matter of 
public record, for all to see, they will 
try hard to show up in a better light, 
regardless of financial consideration. 

Competition is the heart and soul of 
salesmanship; but again, who will com- 
pete when no one knows the score? 





How the Half-Wellington 
Came to America 
[CONTINUED FROM PAGE 65] 


on invoice to an Annapolis, Maryland, 
shoe firm, 


Because of an extremely favorable 
exchange rate, he was able to declare 
their value at such a low price that 
the U. S. Customs doubted his word 
and reported him to the Navy Depart- 
ment. An official Letter of Reprimand 
was placed on his record despite cor- 
respondence from the Chinese boot- 
maker affirming the stated cost of the 
boots. 

However, the wearing of half-Well- 
ingtons continued to grow throughout 
the Asiatic Fleet and in time became 
the mark of the Asiatic sailor. But 
still they were not available in a 
moderate price range for officers sta- 
tioned in the United States. 


Consequently, when Commander Frost 
boarded the train for Washington that 
day in 1986 and sat down next to Mr. 
Frye, the casually begun conversation 
quickly developed into an earnest talk 
on the feasibility of manufacturing 
these half-Wellingtons. The Com- 
mander outlined in detail the potential 
market for them, and also emphasized 
their virtues, their handsome appear- 
ance, their ease of handling and dur- 
ability. 


Mr. Frye was too shrewd a business 
man to leap without looking; there- 
fore, he made a few pairs of boots from 
a pair supplied by Commander Frost 
and waited for that officer’s reaction 
and the reaction of other naval officers. 

The Frye Company had even at that 
time a long history and an enviable 
reputation, It was started in 1863 by 
John A. Frye, the first, who passed it 















































































along to Walter Frye upon retiring in 
1911. In 1936, Walter Frye’s sons, 
John, Russell and Robert, assumed 
control of the company. 

Commander Frost’s analysis of the 
potential market was, if anything, con- 
servative. During World War II, the 
Frye Company was selling thousands 
and thousands of pairs of its Jet Boots. 
American service men sang the praises 
of the half-Wellington all over the 
world, in jungles and deserts and in 
frigid climates. The boot was valued 
as a tough work horse and as a grace- 
ful dress shoe. 

Retailers began to clamor for these 
boots when G. I.’s returned to home 
towns throughout the country and in 
1948, the Frye Company began to dis- 
tribute exclusively through retailers, 
dropping its mail order business. 

An added impetus to the manufac- 
ture and sale of these boots came in 
1949 with the appointment of Donald 
A. Ireland as president of the firm. 
With vigorous merchandising methods, 
Mr. Ireland penetrated a number of 
heretofore untouched markets: ranch- 
men, cowboys, farmers, industrial 
workers, horsemen, dude ranchers, 
professional sportsmen, gardeners, all 
have been introduced to the Jet Boot. 
Sales in cities are on a par with coun- 
try sales, Strangely, the one limita- 
tion to production was the lack of 
leather craftsmen schooled in the me- 
ticulous tradition of Old New England. 

In order to accommodate so many 
diverse fields, the company has de- 
veloped thirteen style modifications for 
various climates, occupations and ages. 

Just prior to World War II, Com- 
mander Frost had the pleasure of see- 
ing the half-Wellington become part of 
the regular naval wardrobe, the quali- 
ties which he so much admired being 
at last recognized officially. 

A footnote to this tale occurred last 
March when Commander Frost wrote 
to the Frye Company, noting that he 
had seen one of their advertisements 
and inquired after Mr. Frye whom he 
had not seen since 1936, 

An immediate reply was made and 
shortly after, Commander Frost visited 
the company, renewed his acquaintance 
with John A. Frye and made a tour of 
the Frye Company’s boot operation, a 
standing tribute to his many years of 
promotion of the modified Wellington. 


Correct Fitting Brings Trade 
From Long Distances 


TAMPA, FLA. — Fleisher’s Shoes, & 
new shop has opened in the Britton 
Plaza Shopping Center, under the man- 
agement of Ramon Wallace. It will spe- 
cialize in the correct fitting of children’s 
and teenage shoes as has been done for 
the past ten years in the parent store 
in Orlando. 

Because of Fleisher’s large stock of 
sizes and lasts and its policy of good 
fitting, customers come to the Orlando 
store from a radius of about 100 miles, 
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BECKTOE 
has everything! 


An Outstanding soft box toe 
every smart step of the way. 















SUBSIDIARIES AND AGENTS; 
SUBSIDIARIES; Beckwith Mfg. Co., of Wisconsin, (Milwaukee) 
Beckwith Box Toe, itd., Sherbrooke, P. O., Canada 
Victory 4 oy & Ce., yg Mass. 
= Sefety Box Toe Company, Boston, Mass. 
! N Cc. AGENTS; Wright-Guhmen Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Pennsylvania 
The Geo, A. Springmeler Co., Cincinnati, Ohio 


be Gee, A. Sortngnel closing, 8 
203 Arlington Street - Watertown, Massachusetts EXPORT, Reich 8. Wilder & dens Con boston, Massochusotte 
Colin Bailey, Port Elizabeth, South Africae 





BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 
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Big Store Records 
For the Small Store 


[CONTINUED FROM PAGE 59] 


ever since the store was started. 

Says Mr. Ballou, “These records pro- 
vide an effective basis for keeping sales 
and inventories in balance, and indi- 
cate how I am doing in comparison 
with my investment. 

“Take children’s shoes, for exam- 
ple. Because this store was started 
predominantly for this merchandise 
line, we did about 60 per cent of our 
first year’s business in that group. The 
second year it amounted to about 50 
per cent, and it is now running about 
40 per cent of the total. While this 
percentage to the whole has continual- 
ly decreased, the children’s shoe busi- 
ness has increased substantially, a 
trend which came about as our men’s 
and women’s shoes increased. This 
trend was indicated in our records 
when it first became a reality, and I 
have been able to keep this growth 
situation in balance, 


Findings Pay Light Bill 

“Take a small merchandise group 
such as findings. I know that profits 
from them pay my electric bill, which 
is not a small item. 

“Then there is rubber footwear. Very 
soon after I opened this store my rec- 
ords indicated that sales were running 
larger than inventories. As figures have 
indicated continued growth right along, 
I have built up inventories to the ex- 
tent that we now do a very substantial 
rubber business, 

“The same is true of sports shoes 
and casuals. Casuals have become a 
wonderful line for us, and here again 
this trend showed up very early in our 
sales records. 

“In addition to the sales-inventory 
picture, these records indicate our daily 
trend in regard to cash-credit sales in 
each group, refunds and credits for 
each group, and the cash received as 
payment on accounts receivable.” 

In addition to these records on busi- 
ness management, Mr. Ballou keeps a 
7 by 10-inch card file on merchandise 
purchases and sales. Filed according to 
merchandise groups with sub-headings 
of the manufacturer’s name, these cards 
indicate lumped purchases and the 
number of shoes sold each day. 

In the three years since the store has 
been in operation, it has outgrown its 
20 by 65-foot space and could easily 
take on additional space. Gross volume 
is now increasing about 20 per cent a 
year; inventories are being constantly 
increased; and the customer list grows 
steadily. 

“Although we operate in a suburban 
shopping area,” says Mr, Ballou, “we 
are actually drawing trade from a 50- 
mile radius, which is much larger cov- 
erage than we had anticipated. We 
have regular customers driving down 
from the northern and southern parts 
of Rhode Island as well as from adjoin- 
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ing areas of Massachusetts. 
“A suburban operation has its own 


techniques. It cannot be built on a 
turnover basis; I cannot use special 
sales and promotions to get volume. I 
must know my customers and I must 
stock many types of merchandise from 
a convenience standpoint. Of course, 
when it comes to convenience items, one 
must be selective because one can go 
wild trying to cover the waterfront. 
It is better to cover the field but not 
the fringes. By covering the center of 
the field, a retailer can satisfy the larg- 
est percentage of demands. . 


Carries Few High Styles 


“Stores of this type have their big- 
gest field in casuals, sports, and staple 
lines rather than in extremely high- 
styled shoes. While we carry consider- 
able stock in women’s style shoes, we 
do not go in for the really high-styled 
market. 

“We do a very good business on spe- 
cial orders, averaging two or three 
pairs a day. This works out well be- 
cause we have trade sources that give 
prompt service.” 

The Barrington Bootery keeps three 
men busy on a full-time basis. One is 
William R, Leonard who was with Mr. 
Ballou for a number of years in the 
Providence store. The other is his son, 
Richard L. Ballou, who was graduated 
from the Rhode Island School of De- 
sign. For several years he was with 
the United States government map ser- 
vice, resigning two years ago to join 
his father’s business. 

The store features women’s shoes in 
a price range of $8.95 to $19.95, with 
the $8.95 to $12.95 bracket producing 
the biggest volume. Men’s shoes range 
from $9.95 to $22, with the $10 to $12 
group the most popular. 

This business has grown with little 
advertising. Mr. Ballou reports that 
he spends less than one per cent of his 
gross volume for this advertising. 
However, he is a strong believer in 
advertising and plans to increase this 
budget in another year. 


Review of the Retail Trade 
[CONTINUED FROM PAGE 77] 


been popular with girls, however, and 
demand for gray has shown an in- 
crease, 

Leaders in girls’ dress shoes have 
been the pump, the one-strap and the 
shell. Elasticized pumps have been 
very popular. Detachable straps are 
on the increase, and some have been 
shown with convertible straps. These 
change the shoe from a Mary Jane to 
a flat by switching from a_ position 
across the instep to the back where 
they are caught behind the counter. 

In men’s shoes, a demand was noted 
for a slightly higher silhouette than 
the low-cuts that were popular a year 
ago. Lightweight, soft leathers have 
been good in a variety of finishes, 


Philadelphia Features 
“Back to Career” Sales 


PHILADELPHIA — Back to school 
promotions lead in the fall scene of 
shoe displays and advertising. The 
vital point here is that this is paying 
off in the way of sales returns. Al- 
though this advertising has been fea- 
tured for at least a month for most 
shoe stores and buying interest spotty 
and interspersed with vacation periods, 
there has been enough selling activity 
to make merchants feel assured of a 
good selling season ahead. Gimbels 
thought children’s shoes worth a full 
page newspaper ad and other depart- 
ment stores have been granted larger 
ad space for the “back to school” theme. 
Downtown stores have provocative win- 
dow scenes to set off children’s shoes in 
attractive displays. 

With almost equal enterprise in ad- 
vertising, stores are featuring shoes for 
the “back to career” shoppers. These 
promotions are aimed to attract many 
of the career beginners and are mainly 
“young type of shoe buyers.” Flats and 
very low heels are featured in these 
promotions as has been exemplified by 
Geutings, Harpers, and the Blum Store. 
Popular in these presentations have 
been natural pigskin with a one-eye 
tie; hand-sewn leather moccasins in 
black, brown, and red; mocassin cas- 
uals in all shades of brown; and a shoe 
with the Italian influence of a squared 
off toe, high vamp, in natural and gray. 
These shoes are also selling well to 
high school and college students. 

Black suede is being featured in 
shoes for evening or “after five” in 
both pumps and sandals. The combina- 
tion of black suede and vinyl in dress 
shoes is proving popular. 














































































Retail Sales at $15.5 Billion 


WASHINGTON, D. C.—Total sales of 
retail stores in July were $15.6 billion, 
the U.S, Department of Commerce an- 
nounced. This advance figure, after 
adjustment for seasonal factors and 
trading day differences, showed no 
change from June, but was about three 
per cent above July a year ago. 

The July sales figures are based on 
the Advance Report on Retail Trade, 
a monthly survey of the Bureau of the 
Census conducted in cooperation with a 
representative cross-section of about 
1700 retail firms which, in total, oper- 
ate some 85,000 stores in the United 
States. The firms which are cooperat- 
ing in the early reporting of sales are 
part of a larger group which furnishes 
figures at a later date. Therefore, the 
advance estimates are preliminary and 
subject to revision. 

The Office of Business Economics 
noted that after adjustment for sea- 
sonal factors and trading day differ- 
ences, July sales continued at the record 
rates reached in May and June. The 
movements among the major groups 
were small and offsetting. 
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ROCHESTER SHOE TREE COMPANY 
60 CUMBERLAND ST., ROCHESTER, N.Y. 
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Shoes in the News 





RIPPLE sole shoes in children’s, misses’ and women’s 
styles are being introduced by Julius Altschul, Inc. Ripple 


A Growing Girls tan elk 
moccasin oxford with arch 
supporting counter. Made to 
order in a variety of styles. 
Also available for women. 





sole styles are on a make-up basis at present but are 
expected to be part of the regular Julius Altschul line 
shortly. 





New one-button rain boots by Bata Shoe Company. These are 
available in a number of materials from plaid poplin to 
nylon uppers and with lightweight rubber, skid-resistant soles. 








Display Fixture 
Keeps Shoes in Line 


Montcomery, ALA.—-Permanent neatness in the wo- 
men’s shoe display, with the assurance that none of the 
sampled shoes will get out of line, is the result of a unique 
new display fixture developed in the women’s shoe depart- 
ment of Loveman’s, here. 

Extremely simple in construction, the fixture resembles 
at first glance a row of polished hardwood shelves, sup- 
ported on wrought iron legs, in the familiar triangular 
wedge fashion. Set along each shelf are nine pairs of 
shoes, spaced a few inches apart, in a neat, orderly row. 

The customer who tries to pick up one of the shoes 
however finds that each is held in place on a shoe tree, 
which in turn is secured by an arched rod to a concealed 
hinge along the back of the shelf. This allows each shoe to 
be lifted up and back, so long as it moves in a straight 
line, for an examination of the sole, fashion details, etc. 
However, when the shoe is released, it simply drops back 
to its original position on the shelf, neatly lined up with 
its neighbors, 

This display system, developed originally by the parent 
Loveman Store in Birmingham, Alabama, is particularly 
useful in shoe displays along the main aisle, where ex- 
tremely heavy traffic is concentrated and where impulse 
causes many shoppers to pick up shoes and toss them care- 
lessly back on the shelf. 
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—FOR STYLE, COMFORT, VALUE 


Illustrated are some of the new NOCONA styles created by NOCONA’S 





designers. Each is shaped by NOCONA’S exclusive lasting. Roomier tops 








“Llano” (1063) Has 
good-lookin’ 12-inch 
California style top of 
chocolate-color kip 
leather, Color 5 tan kip 
leather vamp adds to 
eye appeal, 


Sov et "Wow Look and 


X-199 “RUFOUT” 





“CLIPPER” 


September 15, 1956 


soci ii On 


Only top quality materials go into NOCONAS . . . skillfully made by 
career bootmakers in NOCONA’S modern factory having the best of equip- 
ment. You can’t buy a better boot at any price. Yet NOCONAS are mod- 
erately priced. 


“Capitan” (1065) 
Diamond stitching gives 
rich appearance, Color 
5 tan kip leather top 

. Linch California 
style, Chocolate-color 
kip leather vamp for 
rich contrast, 





181 
“WESTERN 
WELLINGTON” 


Better styling, bet- 
ter comfort, better 
values are yours in 


NOCONA BOOTS. 





make them easier to pull on and give a snugger fit over the instep. For 
looks and comfort NOCONAS set the pace. 








“Rio Grande” (1073) 

Blond kid 12-inch top 
with California scallop 
... Chocolate calf vamp, 
Big whiskers stitch pat- 
tern on hand boxed toe. 


PROMPT SHIPMENT FROM STOCK 
ON THESE AND OTHER STYLES 


NOCONA BOOT CO., Inc. 


ENID JUSTIN, President 
NOCONA, TEXAS 










“Black Hills” (1069) 
l2-inch gray kid top 
with California scallop 
. «+ has red and yellow 
stitching, Black soonac 
vamp distinguishes this 
fine boot, 


“Concord” (1071) 


Striking 1l4-ineh tur 


quoise square top with 
pink and yellow stitch 
pattern, Wine kip vamp 
and wine leather pulls, 














Interior of attractive new C. H. Baker Shoe Store, Huntington Park, Calif. 
(Subsidiary of A. S. Beck Shoe Co.) 


want quality chairs 


Style #3265-A. 
Spring seat, cane 
back panel. 






AGAIN ... when it came to chairs, C. H. Baker naturally 
came to Chairmasters. As always they got what they wanted: 
quality chairs that were comfortable yet space-saving, luxu- 
rious yet long-lasting, and . . . surprisingly low priced! 


Whether you have 1 or 100 stores, need a dozen or 1,000 
chairs, you'll find it pays to do business with a shoe store 
specialist — Chairmasters. 


they come to... 


£2, silts. 


200 East 146th Street * New York 51, N. Y. * CYpress 2-0600 





SPECIALISTS IN SHOE STORE FURNITURE 


ee ee ee 











Please send New Chairmasters t 
Catalog to " 
NAME ! 
STREET 
CITY STATE " 
© =e oe oe oe oe oe oe oe oe oe oe a op ae es 











Perugia Presents New Collection 
For I, Miller in Paris 
























High-riding silhouettes, the new note in Perugia's latest 
creations for |. Miller, sharply contrasted with his last 
year's low cut V-line. Left: Dressy closed-vamp shoe with 
high, peaked tongue and very bare quarter. Right: An- 
other high-riding vamp with cross strap design and 

closed back. Modified Louis heel, medium height. 





"Scherazade," Turkish-toed pump recalling the famous 
presentation with which the Russian Ballet made its debut 
in Paris in 1919. The Shock Colors by Leon Bakst gave 

added brilliance to this performance. 





National Shoe Fair 
Fashion News Releases 


(The National Shoe Fair is sending fashion news re- 
leases to newspapers throughout the country for use in 
their fashion pages. Because many retailers do not see 
these pages, we are printing a typical release here for their 
information. ) 


Wuat’s the shoe color story for fall? It’s black for 
town, according to Mr. Albert Wachenheim, Jr., an official 
of the National Shoe Fair which opens in Chicago on 
October 28th. 
Black alone and black in combinations. Black with 
brown, with taupe and with other promotional colors. 
In suit shoes and casuals the tans to browns are head- 
liners. The newest are the neutral tans, camel shades and 
fur tones which are just coming into the fashion spotlight. 
These appear in suedes, polished leathers and grains, some- 
times in combination with black or darker tones. They are 
already in the smarter shops for women who are looking 
for something different to wear with tweeds and flannels. 
The golden and tawny tans are another fall shoe fashion, 
[TURN TO PAGE 86, PLEASE] 
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Well-heeled and presold! 


Millions and millions of able-to-buy men go are, almost without exception, the names 
shopping for shoes every week of the year they find in their favorite magazine. This 

. . right in the pages of The Saturday response to Post advertising is well known 
Evening Post. Why? Because they find the to manufacturers and retailers alike. They 
names that stand out in the shoe industry know the Post gets to the heart of America. 
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NEW Profi) 


LEO’S line of 


dance shoes 
and accessories 


Retail shoe stores that have become neigh- 
borhood dance shoe headquarters with the 
Leo line have found a new source of im- 
portant profits. 


Ballets, tap shoes, etc., priced right for 
resale profits to youl 






New “stopper” window and department 
DISPLAY 


Write for full details . . . and 
for our new 1956 Catalog. 


ADVANCE THEATRICAL SHOE CO. 


32 West Rando pl t aitta 


go | 











KNOWN THE WORLD OVER BY THOSE WHO TEACH, STUDY AND LIVE THE DANCE 
86 





National Shoe Fair 
Fashion News Releases 
[CONTINUED FROM PAGE 84] 


good with town and country clothes. They range from an 
antiqued brass color to a deep golden hue. Newest are the 
brassy tones, but the more staple golden tans will probably 
be the choice of more women to wear with all sorts of semi- 
casual clothes. 

The new taupes, either grayed or with a gray-brown cast 
are distinctly high fashion this fall, very smart with black, 
or with an underlay of color such as bright red. 

For the elegant town shoe, the very dark brown either 
in suede, polished leather or a combination of both is a 
shoe which many well-dressed women always include in 
their formal winter wardrobe. 

Navy isn’t much talked about. But there again, you have 
a group of women who very much like to wear winter navy 
costumes with their minks or sables, and who prefer a 
dark navy shoe either in suede or smooth leather. Limited, 
but smart. Incidentally, there’s a new bright blue which is 
causing considerable comment and will undoubtedly show 
up in the resort shoe picture, and the new spring designs 
which will be shown at the Shoe Fair. 

Red isn’t getting too much attention, but will probably 
appear later. Thé bright scarlet shoe, either in suede or 
polished leather, combined with black patent makes a nice 
exclamation point to a dark costume. 

Gray is drawing little attention this fall. But the in- 
terest in the new taupes may well cause gray to show up 
as a fashion color in the spring collections which will be 
unveiled October 28th at the National Shoe Fair. 

Green, while limited in volume, has some new fashion 
ideas for fall. There are brilliant electric greens, in the 
emerald and Creme de Menthe families which are wonder- 
ful accent colors, and there’s the new Loden green, a dark 
mossy shade with an Alpine air which many top designers 
are including in their fall collections. 


Why Is He the Best Salesman? 


Every shoe store or shoe department has one salesman 
who is always top man or near the top. What makes him 
the best? How does he do it? What does he do that 
the others don’t do? What has he got that the others do 
not have? 

Suppose you rounded up all the best shoe salesmen in 
town and got them together in a room where you could 
get the answers and so improve your own Sales force. As 
you looked them over you would see at a glance that these 
best were no different than any other group. You would 
see no distinguishing feature that they all possessed in com- 
mon. Individually each man would be unlike the one 
next to him and you would see no characteristic you could 
say was typical of a best salesman. 

If you got them to talk, one at a time, and attempt to 
explain why each was top man on his list you wouldn’t 
learn much. Each man in his way would give you a variety 
of good thoughts as he saw them but none would have a 
key common to all. It isn’t that easy. They have been too 
busy selling shoes to give much thought to it. The meeting 
would be a flop. 

Nevertheless these best salesmen do have at least four 
pronounced characteristics in common, and the first of 
these is Confidence. 

The most striking thing about confidence is that it 
makes others confident too. If you are confident of your- 
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self the evidence of it slips into everything you do or say 
and almost at once the customer has a feeling of being in 
competent hands. The customer likes it, likes the feeling 
of assurance. Often this sense of confidence exchanges so 
quickly that the customer feels friendly to the salesman 
even before being seated. 

It works in reverse just as quickly. If you lack con- 
fidence in yourself your actions will betray you and the 
customer will at once stiffen up with negative thoughts. 
You, yourself as a customer, have had this experience. 
It a shoe salesman does not have confidence he is under a 
serious handicap from the very start and had better do 
something about it. 

Unfortunately confidence is an elusive thing. It comes 
to you only as a result of success and cannot be learned 
out of a book. You cannot cultivate it or vow that you’re 
going to get it come what may, nor stand up and swear 
that you have it if you don’t. It doesn’t consist of a smile, 
a rehearsed approach, nor an attitude. Being properly 
dressed will not give it to you although that certainly is 
not a harmful idea. 

Confidence has to be earned. You acquire it as a bonus 
for liking your job and doing your best at it. It’s just 
something that shines through your personality as you 
begin to believe in yourself. Even a born salesman does 
not start out with success and confidence. He merely gets 
better from day to day and with improvement he gains 
the confidence that hastens his success. With greater suc- 
cess he gains more confidence and the never-ending cycle 
is off and running. 


Knowledge of stock 


The second pronounced characteristic which all best 
salesmen have in common is that they know more about 
the shoes on the shelves than other men in the store. 

In order to maintain his sales pace and stay at the 
top of the list (where the buyers all come from) each one 
of these best salesmen has learned that he must know his 
stocks backward and forward. In no other way can he 
save the needed time to sell the most shoes than by know- 
ing what is coming in, what is now in the shelves, exactly 
where they are and the condition of the size runs. He 
practically has to keep a photographic stock control sys- 
tem in his head and adjust it daily as shifts are made. 

This knowledge of stocks is one of the tools of his 
trade and he has to keep it sharpened to a razor edge or it 
will get away from him and cost him money and prestige. 
Nor is this constant task a dreary one for him. Not a bit 
of it, for he is vitally interested in it. He wants to know. 
When he is out on the floor he wants to know what is in 
back of him. He’s a salesman, not a hunter, and he dogs 
not want to waste his time prowling for shoes that maybe 
are not even there. 

He studies the new lines, he watches the changing con- 
ditions of the styles in stock, he knows what there is in 
the hash and where he can find it. He keeps his personal 
stock in good order and can lay his hands on a given 
shoe in the dark. And he does these things not as a duty 
but because he has learned that this specific knowledge is 
a positive must if he is to stay at the top. But a very 
profitable must! More than that it is a knowledge that 
belongs to him personally, an asset of real and certain 
value. 

At this point it might be said that any salesman, no 
matter where he is on any list, who has got control of 
these first two requirements of a best salesman, has now 
reached the second plateau. He has nothing to lose. He 
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is “SuperSout"? 


“SUPERSOLE” is the trade name of a new 
sole leather, tanned by a revolutionary process 
that imparts LONGEST WEAR while retaining 
all the natural “breathing” and other desirable 
characteristics of genuine leather. 


was  SUPERSOLE”’ 
first produced? 


“SUPERSOLE” after exhaustive testing, was 
first placed on the market in June 1955. It has 
been used on well over a million pairs of shoes. 
Its ratio of returns, for any reason whatsoever, 
has been less than .004%. 


is ‘SUPERSOLE” 


so popular? 


why 


“SUPERSOLE” makes possible an all-leather 
shoe with a sole that outwears anything else on 
the market today. It is the easiest soling ma- 
terial to work with, wet or dry. It may be 
cemented or stitched with equal ease. 


“SUPERSOLE” is recommended wherever 
LONGEST WEAR, GREATER FLEXIBILITY, LIGHTER 
WEIGHT, WATER and PUNCTURE-RESISTANCE, 
and NON-SKID qualities are important — in other 
words, for all shoes. 


“SUPERSOLE” is produced exclusively at the 
Luray, Va., plant of VIRGINIA OAK TANNERY 
SALES CORPORATION, 27 Spruce Street, New 
York, N. Y. Write today for informative litera- 
ture and samples. You'll be glad you did! 






















is already a better salesman, and he can stop here and go 
home happy or he can go on. 

A best salesman is invariably a fast man but his speed 
is so well subdued and hidden that the customer is not 
aware of it and does not resent it. His speed consists of 
quick and accurate decisions rather than hurried motions. 
In the back of his mind as he tries on shoes he is classify- 
ing and studying his customer and probing for a quick 
understanding of the customer’s mood and desires. For, 
you see, a pair of shoes is not so much fitted to a cus- 
tomer’s feet as it is to her (his) head. Any good salesman 
can fit a customer’s foot; the important trick is to satisfy 
the customer’s mind. And quickly. 

Quickly consists of cutting the corners and keeping to 
the business at hand. No unnecessary conversation. No 
personalities. No talk of foot defects. No shoes that are 
obviously unsuited to the customer’s needs. Just complete 
concentration and a genuine interest in the customer's 
wishes. Not showing too many shoes, but showing the 
right ones. Not becoming confused with problems, but 
keeping the transaction clear, simple and orderly. That’s 
the way time is saved and sales are made, by the best 
salesman. 

In fact the best salesman starts saving time at the first 
moment he sees his customer. He becomes alert and on the 
trigger. While suiting his manner and approach to the 
customer’s appearance his mind is already actively at work 
selecting from his mental stock control system the styles 
in which the customer would most likely be interested. 
He is already laying his plans to fit certain shoes to his 
customer’s ideas. He is getting a definiteness of purpose, a 
confidence of success that the customer feels and accepts. 
He gets the preliminaries in hand and is ready for the 
cue. He has already saved time. That’s what gives him 
speed. 


The psychological moment 


There is a fourth important ability which these best 
salesmen possess, a peculiar and sometimes baffling ability 
which they all have in common. It is the uncanny talent 
of recognizing the psychological moment when the sale is 
consummated. (You well know it is easily possible to go 
right on showing more and more shoes, using more sales 
talk, and wasting time when the customer is already sold 
and ready to go home.) These best men seem to have an 
intuition which rings a bell or fires a pistol at the precise 
moment when the customer has mentally bought the shoes 
and the sale, in her mind, is complete. And this pistol 
shot stops them from unselling the shoes and having to 
start all over again on a new track. These men do not 
have to wait for the customer to audibly say, “I'll take 
them.” 

They recognize it somehow, from a gesture, a silence, a 
facial expression, a question, a movement, from some 
observable reaction that the customer has made up her 
mind. Somehow they know, even though no two customers 
are alike, and they start reaching for their salesbooks. 
Sometimes they’ve made a mistake; usually they haven't. 

It isn’t a trick; it’s an ability, a knack. But, unlike 
confidence, it can be studied and improved. It can be 
analyzed and thought about and discussed. Subtle meth- 
ods can be and have been devised for recognizing this all 
important moment. Personal experience can suggest ways. 
Some salesmen are perfectly aware of this ability and 
others are not. But you may be sure that these top best 
salesmen, each in his own way, have acquired this faculty 
to a greater or lesser degree. 





New Shoe Company Formed 
in Greater St. Louis 





RICHARD E. HASEY 
Vice-Pres. & Sales Manager 
Viner Bros., Inc. — Bangor, Me. 


HARRY W. ALBERSTEIN, 
Pres. Frolic Footwear, 
Jonesboro, Ark. 


To Produce Viner Whisper Steps 
Exclusively 


Bonne Terre, Mo. A new company, under the name 
of Bonne Terre Shoes, Inc., has been organized here 
to manufacture exclusively Viner WHISPER STEP 


California process shoes. 


Officers of the corporation are: Harry W. Alberstein, 
President; Leo Viner, Vice President; Richard E. Hasey, 
Vice President; and Harry L. Schimel, Treasurer and 
Secretary. 


Properties of the Sons’ Shoe Company have been ac- 
quired by the new concern. The entire present personnel 
of the factory which has been in operation for the past 
eleven years, has been retained under the direction of 


Mr. Alberstein. 


Bonne Terre Shoes, Inc., will be operated as a separate 
entity, under joint management, and will have no con- 
nection with Frolic Footwear or Viner Bros., Inc., from 
a manufacturing standpoint. Distribution of the product 
will be out of stock from Viner Bros., Inc., in Bangor, 
Maine. 


Initial production of Bonne Terre Shoes, Inc., will be 
concentrated on two patterns in California process 
wedgies of famous Viner WHISPER STEP construc- 
tion to retail at $6.95. 


The new company is now in full production, and its 
initial output highlights the fashion touches for which 
the St. Louis area is famous in women’s shoes, The same 
careful manufacturing and quality control for which 
Viner is noted will be maintained by Bonne Terre Shoes, 
Inc., Mr. Alberstein and Mr, Hasey emphasized. 





IN-STOCK NOW 


FOR 
AT-ONCE DELIVERY 
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Whisper 
Z / Steps 


Made in our Associate Factory 
in the Great St. Louis Fashion Area 












































DUCHESS 
IN STOCK 
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BIG TICKET 
for 57 Sales 
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SHOE ENOUGH 
By Bess Ritter 


ALTHOUGH the expression, “He’s on a good footing 
with his boss,” isn’t as common as it used to be, it’s in- 
teresting to note that it dates all the way back to the 
reign of King Henry VIII when the size of a man’s shoe 
indicated his rank. It seems that the man who was in- 
significant wore a small shoe, but those who were impor- 
tant in court affairs wore large shoes to indicate this fact, 
and to let the world know that they were “on a good 
footing” with his Majesty. 


Not everyone could wear shoes in ancient Egypt be- 
cause this was a privilege that was permitted only the 
nobility, the priests and the warrior classes. Even the upper 
classes who could wear sandals had to remove them in 
the presence of a superior rank. 


Many references to shoes can be found in the Bible. 
The first is in Genesis 14:23 when Abram refuses to ac- 
cept anything “from a thread to a shoe latchet” in his 
oath before the King of Sodom, lest the king boast that 
he’s made Abram rich. 


“Put off thy shoes from thy feet, for the place whereon 
thou standest is holy ground,” can be found in Exodus 
3:5 where this command is given by God to Moses in the 
burning bush. This, incidentally, is the origin of the cus- 
tom among Eastern peoples of removing their shoes be- 
fore entering a place of worship, because the Moham- 
medan religion is founded upon the Hebrew Bible. 


“And his name shall be called in Israel, the house of him 
that hath his shoe loosed,” can be found in Deuteronomy 
25:9. This is the punishment for a man who refuses to 
take over his brother’s widow, for she is told to loosen 
his shoe and spit in his face in the presence of the elders. 


Another Biblical mention of footwear occurs in the story 
of Judith and Holofernes. It is given in the Apocryphal 
book of her name, and describes the way Holofernes is 
impressed by the richness of her apparel, but her feet at- 
tract him the most of all because of her “sandals which 
ravished his eyes.” 


An early type of Chinese boot was unusual because each 
pair featured practical pockets in which the wearer could 
carry his fan, his pipe and important business papers. The 
footwear was finished in black satin, had white felt soles 
and could only be worn by mandarins. 


It used to be the custom in ancient China for the bride 
to wear red shoes, and if a shoe of this shade was tossed 
on the roof of a house, it told would-be visitors that the 
couple had retired there for their honeymoon. 


The French King Charles VI was so fond of shoes that 
in one year alone (1387) he ordered 21 dozen pair of soft 
boots. Some were plain, others were slashed, and they 
were to be made up in black plus an assortment of gay 
colors. He only ordered two pairs for his queen however 
(high boots lined with linen) and she had to pay for 
these herself. 


Did you know that when, we shower a newly married 
couple with rice we are saying we hope they will have 


many children to purchase shoes for? And the throwing 
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1508 —Patent Strap with gold 
braiding on vamp. 

1509— suede. 
Sizes 8¥%2 to4 8,C,0 


1510—Black smooth leather 
strap with studded gold shell 
ornament on vamp. 
1511—Black suede swivel strap 
with studded gold shell orna- 
ment on vamp. 

Sizes 84% to4 8,C,0 

IT'S A CONVERTIBLE! CAN BE 
WORN AS A PUMP OR STRAP! 


1512—Black patent swivel strap 
with rhinestone ornament. 
Sizes 8% to4 8.C,0 

IT'S A CONVERTIBLE! CAN BE 
WORN AS A PUMP OR STRAP! 


1513—Black patent swivel strap 
with white collar and rhinestone 
ornament. 

Sizes 8% to4 8,C,0 

IT'S A CONVERTIBLE! CAN BE 
WORN AS A PUMP OR STRAP! 


1514—Patent sweater pump 
with " 

1515 — Black suede 

Sizes 12% to4 8,C,0 


1516—Black and white saucer 
saddle with black crepe sole to 
match saddle. 

1817—Grey and canyon sand 
saucer saddle with grey crepe 
sole to match saddle 

Sizes 84% to3 8, C,0 


there's more 

to this 
most profitable 
line...to retail at’ 


ROOM 403+ MARBRIDGE BLDG. 


or write 


FIVE STAR 


FOOTWEAR COMPANY 


43-01 22nd ST., LONG ISLAND CITY 1, N.Y. 
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When You Feature the Only 
Brand that Guarantees 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 


We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 


That’s where you find the Bic difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 
...new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes. And that’s still only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share 


Tt 
in these advantages, for new dealer- e “he, 
ships are available in many areas. ‘ 
Write Today for Full Details z IS = 

*Mewo™ é 


WOLVERINE 
SHOE & TANNING CORPORATION 
191 Main Street ©* Rockford, Michigan 





of old shoes after the fleeing couple reflects the ancient 
Hebrew and Egyptian tradition of exchanging sandals 
while changing authority. 


The Anglo-Saxon wedding ceremony was ended with the 
father of the bride giving her a shoe, and the bride her- 
self giving a shoe to the new husband as a symbol of 
authority. Often the father gave the shoe of the bride to 
the new husband as proof he had relinquished all rights 
over her. 


Did you know that the modern shoe-sizing idea is not 
based on inches, but on barley corns? It is said that in 
1324 King Edward II of England decided to do something 
about shoe sizes and began experimenting. He placed three 
barley corns end to end and found they measured an inch, 
and that 39 barley corns measured the length of the long- 
est normal foot. So the longest size was called 13, three 
barley corns to the inch. 


The expression “born to the purple” refers specifically 
to shoes because it seems that one of the privileges of being 
a Roman emperor when Rome was in its glory consisted 
of being the sole person in the entire land who could wear 
specially luxurious pearl embroidered shoes fashioned 
from purple silk. These were usually donned only for 
really ceremonial court occasions, which included the 
ritual of ascending the throne. Accordingly, when a new 
emperor took over, this was described by the phrase, “he 
assumed the purple shoes.” 


The word “sabotage” describes the secret interference 
with the normal processes of industry by employes to re- 
duce production for a logical reason. It seems that the 
sabot is a wooden shoe made of a single piece of wood and 
shaped and hollowed out to fit the foot. Such shoes were 
worn by many Frenchmen, which earned them the name of 
“sabotiers.” In the early days of the introduction of in- 
dustrial machinery in that country many such sabot wear- 
ers who were employed in factories were outrageously ex- 
ploited by their employers. So when they wanted to rest or 
desired to spite the company that hired them, they achieved 
this end with the help of their sabots, by simply kicking 
them into the machines and pretending that the whole 
thing was entirely accidental. 





Fast Moving Bargain Rack 


Cotorapo Sprincs, Coro.—A highly successful, swift 
method of moving odds and ends from the shoe inventory 
has been developed at Fred’s Bootery, retail shoe store here, 
with a chrome plated “Bargain Rack” located at the rear 
of the store. 

The rack is brought out whenever there are enough pairs 
to fill it up. At the same time, a small strip sign goes into 
the back of each display window which reads, “See Our 
Bargain Rack”—no matter what type of footwear is being 
featured at the front of the window. 

Because the bargain rack is used only at intermittent 
periods and the footwear shown on it represents a thor- 
oughly attractive bargain, shoppers in the downtown Colo- 
rado Springs area have made it a habit to watch for the 
“Bargain Rack” announcements. Typical of the fixture’s 
use was a recent offer of some 40 pairs of women’s pumps, 
regularly priced at $12.95, at $4.99. The usual result of 
such a display is a “one day sale,” according to the Fred’s 
Bootery management. 
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Front or Back? 
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The rear of Chandler's, Pasadena, is more attractive than 
the front. When the building was erected, it was known 
that more customers would enter by the back door be- 
cause of the large free parking area. Therefore the back 
entrance was made especially attractive. Displays inside 
the store are so arranged that they look attractive when 
approached from either the front or the back. 





**Mystery Model” Ensures 
Attendance at Fashion Shows 


Puoenix, Ariz. — Long experience with providing the 
footwear for fashion shows has taught A. S. McNeill, man- 
ager at Given Brothers, smart uptown Plaza store here, 
that certain fundamentals must be met before the shoe 
retailer can extract full value from such events. 

Probably the number one “gimmick” from the stand- 
point of ensuring a full turnout is a “mystery model” whom 
Given Brothers presents at each of its shows. A beautifully 
accessoried model is presented, complete with bracelets, 
earrings, ankle chains, pocket book clips, as well as suit, 
fur piece, hat, etc. The mystery model is not offered as an 
example of fashion but rather as the subject of a unique 
contest. Printed cards are distributed to all persons attend- 
ing the fashion show, with spaces for name, address and 
phone number and inviting them to guess the total cost 
of the mystery model’s outfit. A $25 gift certificate in the 
Given Brothers’ store, which includes fashion apparel de- 
partments as well as footwear, is the prize. 

By presenting the mystery model in fashion show after 
fashion show, a huge mailing list of fashion-minded wo- 
men has been built up and every show results in anywhere 
from half a dozen to two dozen new charge accounts, since 
the cards which the audience fills out contain provision 
for opening a charge account if wished. 

Mr. MeNeill makes a policy of working out every de- 
tail of the shows well in advance, setting aside every pair 
of shoes which is to be shown and otherwise “cleaning 
up the small details” at least three days in advance of the 
actual event. “We have found that almost any sort of shoe 
show which will involve 50 pairs or more means putting 
in an 18 hour day in preparation,” he says. “It is the only 
sure solution to embarrassing mistakes and misunderstand- 
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LAST WEEK 


You missed 


hE TRLINS: 


HIGH PROFIT 
extra sales 


7 


The sales you missed last week 
— 66 by actual statistics — are 
volume and profit down the drain 
... never recoverable. 


Those 66 lost sales could have 

been made to customers with foot | 
comfort problems — problems that 
shoe fitting alone could not solve. 


Shoe and department stores from 
coast to coast are salvaging from 
$1,000 to $4,000 monthly in lost 
sales with the companion sale of 
time-proven Burns Cuboid Shoe 
Inserts. Selling Cuboids along with 
a pair of shoes approximately 
doubles your profit — assures 

repeat business from happy foot- 
comfortable customers. 


Designed with an entirely different 
concept to provide medically- 
proven foot relief, Cuboid Foot 
Balancers retail up to $6.95 a pair 
— are available in 248 styles and 
sizes. Required storage space is 
only a few feet of shelving. 

Pick up those 66 sales from now 


on — write today for a Cuboid 
demonstration in your own store. 


Your Cuboid sales are 
backed by national advertising 
and liberal cooperative funds. 
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Thompson-Boland-Lee 


BALTIMORE 
May Co. 


BOSTON 
Thayer-McNeil 


CHICAGO 
Marshal! Field & Co. — 


DALLAS 
Volk’s 


; DENVER 
Fontius Shoe Co. 


‘HOUSTON | 
Foley's 


LOS ANGELES | 
May Co. 


NEW YORK 
Lane Bryant, Inc, 


MEMPHIS | 
J. Goldsmith & Sons 


| (NEW ORLEANS 
D, H. Holmes Co, 


PHILADELPHIA 
Gimbel's 


PORTLAND, ORE. 
Meier & Frank Co. 


ST. Louis : 
Famous-Barr Co. © 


SAN FRANCISCO — 
Macy's 


CALIFORNIA 

















Bass Weejun* Zef'r. New, 
Lightweight Weejun with 
Popular Low-Cut Styling. 
In Black or Brown. 








No. 217. Bass 
Sportocasin*® Oxford. 
A True Moccasin in Tan 
Scotch Grain; Heavy 
Double Leather Soles; 
Leather Heels. 


FOR PROFITABLE FALL PROMOTIONS 
FEATURE 
BASS rocmon 
Footwear 


*TRAILMASTERS *QUAIL HUNTERS‘ 
* SPORTOCASINS* ¢SK!I BOOTS 
¢WEBJUNS* + WELTS 


G. H. BASS & CO., Dept. BS9, Wilton, Maine 
658 Marbridge Bidg., N. Y. C. I, N. Y. 
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ings, which lead to the ill will of the organization sponsor- 
ing the show, lost shoes and wasted time.” 

There is one thing Given Brothers insists on in agreeing 
to supply fashion footwear for any style show. This is that 
the store be allowed to supply its own commentator rather 
than merely “writing a script” which is likely to be used 
only indifferently, if at all, by the reader of the fashion 
show group. “By taking over this responsibility ourselves 
we have found that we can make a much more effective 
impression on the audience,” the Arizona shoe store man- 
ager says. “It isn’t unusual for a flustered mistress of 
ceremonies at a style show to become completely confused 
and to read the wrong commentary for each pair of shoes. 
By handling the job ourselves we get sure results.” 


The commentator is carefully trained for the job, is al- 
ways able to handle unexpected situations, and most im- 
portant, “knows the style picture backward and forward.” 

There are likewise a number of basic agreements which 
the fashion show promoters must assent to. These are 
simply that the models wear hosiery at all times, that the 
shoe store be allowed to protect the soles of every pair of 
shoes with moleskin on sole and heel, and that an inspec- 
tion be made of each pair of shoes before returned. Also, 
the organization promises that the shoes will not be ex- 
posed to water, heat, etc., which would tend to spoil their 
appearance. 

In return for exacting these promises, Given Brothers 
gets much good will by offering the organization ten per 
cent off on any pair of shoes in the fashion show in the 
event that a member of the sponsoring women’s club or 
one of the models themselves wishes to buy. “Actually, we 
make no attempt to recover where a pair of shoes has been 
accidentally damaged or lost,’ Mr. McNeill says. “We 
would much rather lose the value of the pair of shoes 
than offend any member of the women’s fashion group, 
and consequently, when such rare instances do occur, we 
are more likely to charge it off to experience than to make 
any attempt to collect.” 

Finally, after every fashion show, the Given Brothers’ 
office sends a letter of appreciation to every member who 
signed one of the cards, thanking her for the interest in 
Given Brothers footstyles and inviting an early visit to 
the store. These methods have made fashion shows a num- 
ber one source of sales for the Arizona shoe store. 





Free Publicity 
and How to Get It 


Warren, R. IL—A major reason for the success of the 
Warren Shoe Store here is that Owner Joseph Jamiel keeps 
his name and store out in front with community projects 
and promotions that rate valuable newspaper space. He 
is always doing something different to attract attention 
to his store. 

Just recently he had one of his large window displays 
built around a full-sized rowboat with oars, anchor, chains 
plus some imitation sand. Shoes were shown in the boat 
and around it. Five persons offered to buy the boat, and 
many customers spoke about the display. 

At Easter he had a trained rabbit hopping around the 
store, which produced a good newspaper story. Even the 
way he came into possession of the animal was interesting. 
A boy had fitted on a pair of shoes, was going to buy them, 
but lacked one dollar, whereupon Mr. Jamiel offered him 
a dollar for a wild rabbit he had in a box. 

Not knowing what to do with the rabbit, Mr. Jamiel 
kept it in the back room, and started to teach it some 
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routine tricks. For a while he had the rabbit at home. 
Then it occurred to the promotional-minded shoe man 
that, if a rabbit’s foot brings good luck, he should take 
the four feet—rabbit and all—to the store. It hopped 
around, performed its tricks, and amused people so much 
it reached the local newspeper and resulted in a good 
news story. 

Another promotion that made front page news was the 
birth of his little boy. Using a tradition of the Near East 
whereby strangers are welcomed with small cakes, Mr. 
Jamiel ordered 13 baby-blue decorated cakes at two dol- 
lars each from a local bakery. Without identification of 
any kind, he hired a taxi to deliver the cakes to various 
homes, to the town council president, the town treasurer, 
town clerk, local newspaper publisher, the out-of-town 
newspaper reporter, the local tax collector, and the police 
department. 


Traded Shoes for Eggs 


As they inquired where the cakes came from, they 
eventually found it was Mr. Jamiel who was welcoming 
his newly born seven pound, twelve ounce son. 

Another idea that put the store in the front page news 
was a tie-in with the merchants’ Old Fashioned Days 
when Mr. Jamiel offered shoes in trade for eggs. Since the 
store is located in an area where many people have small 
poultry yards, his promotion went over to the tune of 99 
dozens, most of which he sold for 69 cents a dozen. 

Another happening, totally unplanned, was when a man 
asked for knee-length rubber boots. When told that the 
only boots in stock were three-quarter length, he took the 
boots, asked for shears, and cut eight inches off the tops. 
After cutting the tops, it occurred to him he had not 
tried the boots for size! Luckily the boots fitted. This story 
reached the newspaper through a lady who was in the 
store at the time. 

Only recently Mr. Jamiel had his picture in the news- 
paper as a result of a three-hour sidewalk sale of electric 
bulbs for the Lions’ Club. He dressed as a lion and sold 
45 bags of bulbs from a twin baby carriage. 


Got Skating Rink for Kids 


A few years ago he and his father, Albert Jamiel, put 
on an old-fashioned clambake for 200 members of a Na- 
tional Guard unit, their wives, parents, and sweethearts. 
The occasion was the departure of the unit for camp duty. 

After the men had been gone a few days, the Jamiels 
sponsored a bus trip to take wives, mothers, and sweet- 
hearts to see them. 

One day last winter, seeking to provide some good skat- 
ing for the youngsters, the Jamiels induced the firemen to 
use 10,000 gallons of water to flood a local park. This 
again produced some outstanding newspaper stories and 
pictures. 

And this enterprising business man even made front 
page news when he married, Mr. Jamiel had been invited 
by a close friend to go to Lebanon for the latter’s wed- 
ding. While there he fell in love with the bride’s sister 
and went back 18 months after to marry her. 

“All these activities are real news,” says Mr. Jamiel, 
“and they have given me a lot of good advertising. These 
news stories have brought in many new customers and 
given us a steady growth in our business.” 

This store is a family type of operation, with an 18-year 
history of serving people in Warren and the surrounding 
areas, 
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more holiday profits for you 
because... little girls all love 


“tacoma 


PRETTY PARTY PUMPS 


Stands to reason! They’re as bright and gay as can be. Little 

party-goers love picking and choosing from the patents and 

smoothies and suedes . . . the pumps with swivels and straps, 

buttons and bows. Their Moms go for LA*CO*NI*ANS, too... 

because they’re proved top-value. Feature LA*CO*NI*ANS 

pretty party pumps for the holidays. You bet you'll do better 

business! 

© Over 250 styles for tots to teens always 
IN STOCK for same-day shipping! 

¢ Send today for the new Fall-Winter 
in-stock catalog! 





LACONIAN SHOES CORPORATION ¢ Laconia, New Hampshire ¢ Phone: Laconia 10 
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A Future in Ethical Prescription Shoe Fitting 


[CONTINUED FROM PAGE 15] 


tarian and profitable work providing he has the skill 
tc fit and a sufficient understanding of the foot to fill 
the doctor’s prescription. He has readily available from 
in-stock, basic shoes for correcting practically all con- 
ditions in quantities he can usually specify himself, 
even to single pairs and half-pairs mated with shoes 
for normal feet. And for those cases which require 
special shoes made over casts taken from the custom- 
e1’s feet or lasts made to specific measurements, re- 
sources are readily available. 


Educational Program a Necessity 


This service is prompt and the retail price at which 
these shoes sell is well within the ability of a parent 
of average means to pay. This is doubly important to 
the retailer who must operate long distances from a 
metropolitan center. Now, in most cases, customers 
can have prescriptions filled locally, which previously 
required traveling long distances to a metropolitan 
center. 

Some specialized and ethical prescription shoe fitters 
deplore the fact that an adequate program of education 





MODEL 


KEEP THE LADIES TAP-HAPPY! 


NO MORE SPLIT HEELS 


Taps can be replaced on slender, delicate 


Cinderla heels 


SAFELY with the 


Cinderella Kuto-Soler 


Recommend to your lady customers that, when the taps on 
those beautiful heels need replacing, they take the shoes to 
a shop equipped with a Cinderella Model Auto-Soler. This 
machine was especially designed to attach taps to slender, 
delicate Cinderella heels — safely and quickly. 

Cinderella Model Auto-Solers can be found in leading shoe 




























is not more readily available for the training of young 
people in this science. Some recall the days when more 
manufacturers of basic and corrective footwear spon- 
sored good, practical fitting courses and sent trained 
specialists on regular visits to work with retailers and 
clerks on the floor. Most of the educational work being 
conducted today is being done by owners of stores and 
older shoe fitters. While a working knowledge of the 
anatomy of the foot can be acquired at night school 
and through correspondence courses, the practical tech- 
nique of shoe fitting should be taught in the store by a 
man who knows his job. Fortunately most of our 
ethical prescription shoe fitters are willing and eager 
to share their knowledge with newcomers, but the field 
has become sufficiently important and is growing so 
fast that a thorough practical educational program has 
become essential. 

The retailer who is willing to spend the time and 
effort to qualify himself and to dedicate himself to this 
important work will find an excellent opportunity for 
long-term growth and profit and the true satisfaction 
that results from rendering a service to his community. 
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AUTO-SOLER COMPANY 
267 Marietta St.,N. W. e¢ Atlanta, Georgia 
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Edison Brothers Stores 
Announce New Openings 


St. Louis—Edison Brothers Stores, 
Inc., have recently announced several 
store openings, both of new stores and 
of remodelings and relocations. 

A Burt’s Shoe Store at 61 East 
Seventh Street, St. Paul, Minn., was 
formally opened in August, the first 
of Edison’s 26 new stores scheduled for 
openings this fall. John Murphy is the 
regional manager and William Fried- 
man has been appointed manager. 

Also in August, Edison’s Baker’s 
store in Phoenix, Ariz., held its for- 
mal opening in new larger quarters. 
The store was moved from No. 8 to 
No. 10 East Washington Street. Re- 
gional manager for the store is Gil- 
bert Fiser. Len Hubbard, manager of 
the store at its former location, re- 
mains the manager of this new store. 


Three Edison Brothers stores held 
openings in August after extensive re- 
modelings. The stores include a Burt’s 
in Seattle, Wash.; Leed’s in Bakers- 
field, Calif.; and Baker’s in Oak Park, 
Ill, These stores received new modern 
fronts with open vision into the in- 
terior, as well as new appointments 
and complete repainting and redecorat- 
ing. 

Robert Burns is the regional man- 
ager for the Seattle store, and Henry 
Shapiro manager. Vince Rocco man- 
ages the Leed’s Bakersfield and Jack 
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Which Only Proves Again— 
Proper Fit Comes First 


Rochester, N. Y.—The lengths to which 
a customer will go to obtain the shoes 
she wants were revealed to Stillman's 
Shoe Store, here, recently, in an inquiry 
from a Canadian town about 200 miles 
distant. 

"|! wish to purchase ‘Blank’ flexible 
arch shoes because of comfort and will 
come to Rochester if | can secure this 
particular type,” the woman wrote. She 
enclosed a typewritten questionnaire 
with instructions to “please answer each 
question Yes or No." 

Among the eight questions were: "Do 
you stock ‘Blank’ shoes? Do you fit by 
X-ray? Do you stock ‘Blank’ flexible 
arch shoes in dress oxfords? Is the shoe 
made of fine soft kid leather? Do you 
stock 82 AAA in these?" 

The prospective customer also wanted 
to know If certain factory numbers were 
in stock in her size. 

Jack Stillman, owner of the store 
which specializes ‘in arch suppor? and 
corrective footwear, said he receives 
many out-of-town orders, some from as 
far as Florida and California, but this 
is the first time anyone has pulled a 
questionnaire on him. 





Balmaz is regional manager. In Oak 
Park, Sam Frankoff is manager and 
Dave Glaser regional manager of the 
Baker’s. 

Edison’s new store openings sche- 
duled for 1956 will continue through 


September, October and November. A 
lease for a second Chandler’s in the 
Miami area has also been announced. 
The Chandler’s will be in the Hundred- 
and-Sixty-Third Street Shopping Plaza 
and will be open in November or 
December, 1956. The first Chandler’s 
Miami store at 610 Lincoln Road, 
Miami Beach, will have its formal 
opening at approximately the same 
time. Robert Harper, with headquar- 
ters in Miami, will be the regional 
manager in charge of both Miami area 
Chandler’s, 


Army Plans Continued Buying 
Of Calf Leather Oxfords 


PHILADELPHIA—The recent procure- 
ment of black calf leather oxfords for 
the U.S. Army is part of a continuing 
program to provide the best practical 
complete uniform for use by American 
troops, it was stated by Major General 
Webster Anderson, USA, Philadelphia 
Quartermaster Depot Commander. 

The recent change to the new Army 
green uniform, pointed out General 
Anderson, was one milestone in achiev- 
ing this over-all end. The procurement 
of calf leather footwear is in line with 
and supplements this objective. 

Future invitations for bids will re- 
quire quotations for both kips and calfs. 
In general, whenever to the best in- 
terests of the government, awards will 
be made for calf skin shoes. 








Impulse! Instinct! Or careful investigation ... 
Whatever causes the slipper shopper to buy... 
You can be sure the Rest-Time line will pass 
inspection with flying colors. *For snappy num- 
bers that put profits in the till, why not call in 
the Rest-Time salesman now and take a good 
look at the styles bound to click this fall. 


Go Where You're Sure of Satisfaction 


OOM UA\ a rae \ 
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full color catalog 
“Headin’ Your Way” 
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Improved 
Rough Rounding 
























United has added a “‘Baltimore’’ forepart 
gauge to the (AE Rough Rounding 
Machine — Model B. 


The machine's high speed, short feed stroke 
and positive knife control produce an even, 
clean cut. Rough trimming may often be 
eliminated. Regular edge trimming is faster 
and better. There is even a noticeable 
improvement in outsole stitching. 


Internal splash lubrication and careful 
balancing keep maintenance costs low. 





Call your local United office for 
details and to arrange a trial. 








@ Higher Production 
@ Easier Operation 
@® Reduced Noise 


@ Less Vibration 





@ Longer Knife Wear 





United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 
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Chiropodists Ask Closer Shoe Industry Ties 





Association Convention Recommends Formation of a Joint Task Force 
With National Shoe Retailers to Launch National Foot Health Program 


By BERNICE STEVENS DECKER 


CuIcAGo—The country’s chiropodists 
would like a closer working arrange- 
ment with the shoe industry. They are 
also seeking help in sponsoring an edu- 
cational campaign in the schools on 
the importance of proper-fitting shoes. 

These were among the proposals 
made during the forty-fourth annual 
convention of the National Association 
of Chiropodists held here the first week 
in August. More than 2,000 chiropo- 
dists and guests, which included a 
number of shoe men, attended. 

The annual report of the national 
association included a recommendation 
from the committee on shoes that ef- 
forts be made to establish a joint com- 
mittee made up of representatives of 
the National Association of Chiropo- 
dists and members of the National As- 
sociation of Shoe Retailers. The object 
would be to set up and actfvate a foot 
health program. Such a committee 
would also consider bona fide research 
projects related to shoes, appraise 
“cushion sole” shoes, study heel seat 
construction in women’s shoes, and 
consider certain “gimmick” devices and 
advertising in the shoe industry. 

The research committee of the asso- 
ciation also proposed that leading shoe 
manufacturers and leather and shoe 
associations be asked to help support 
research by the profession and chirop- 
ody colleges relating to specialized 
types of shoes. 

It was reported that the association 
had been asked by United States post- 
office authorities for guidance on the 
type of footgear worn by letter car- 
riers, It was reported that among the 
major problems facing the letter car- 
rier are sprained ankles sustained 
while sorting mail between stops and 
dog bites. The association was ques- 
tioned as to the advisability of a spe- 
cially-designed shoe of a higher con- 
struction such as worn by paratroop- 
ers to help overcome the problems or 
whether or not a three-quarter or low 
shoe would be more suitable. 

The association also reported that in 
examinations of school children during 
the past few years, it has been revealed 
that less than 10 per cent wore correct 
or proper shoes. Annual school foot 
examinations and clinics were recom- 
mended. It was also suggested that the 
shoe industry be asked to help under- 
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write the cost of providing literature 
and visual aids for teaching purposes 
at the different age levels. 

Implementation of the research 
award program of the Irving Drew 
Shoe Corporation was also announced. 
This award, made by George R. Utley, 
vice-president of the Drew Corpora- 
tion, is to be used in the interest of 
shoes and their practical application 
to foot problems. 

The money is to be divided between 
grants-in-aid to students in chiropody 
colleges for offering acceptable proj- 
ects on physical research in the prac- 
tical application of shoes to children’s 
foot problems, another for adult foot 
problems, and special awards for 
papers on the subject. Members of the 
association expressed hope that the 
project might be the beginning of a 
basic research laboratory for the shoe 
industry. 


Announcement was made at the con- 
vention that the United States Army 
will now commission chiropodists in its 
medical department to provide special 
foot service for servicemen. The Navy 
during World War II recognized the 
need for specialized foot services in its 
forces and established commissions for 
chiropodists, Podiatory sections now 
exist in the Medical Service Corps of 
the Navy, Naval Reserve and Air 
Force. 

In recognition of this step, Vice- 
Admiral T. McIntire, of Chicago, for- 
mer surgeon-general of the Navy and 
White House physician to President 
Franklin D. Roosevelt, was elected an 
honorary member of the National As- 
sociation of Chiropodists. It was re- 
ported that during World War II, 
through his efforts, 44 chiropodists on 
duty in the Navy as “line” officers were 
transferred to the Medical Department 
and commissioned as Hospital Corps 
officers specializing in foot disorders. 





Store Changes Ownership 


Jackson, O.—Luckoff, Inc., Colum- 
bus, O., department store chain, has 
purchased Jack’s Family Shoe Store, 
here, and will operate it at the same 
location under the new name, Luckoff 
Shoes. Luckoff’s also has a department 
store in Jackson. 





Novelties Bought 
At Chicago Show 


CuicaGco — Holiday shoes, extreme 
dressy styles and novelties, as well as 
slippers marked buying of retailers at 
the show held by the Shoe Traveler’s 
Association of Chicago at the Hotel 
Morrison. From the standpoint of at- 
tendance and buying, it was regarded 
as average for this time of the year. 

There were some reorders and second 
buys, although this was a bit early for 
any volume. Retailers in attendance 
reported they were satisfied with busi- 
ness thus far and all appeared to be 
optimistic for the fall season and all 
the way through December. Many of 
them reported an earlier than usual 
back-to-school business and there were 
a few fill-ins on saddles, loafers, mocs 
and other staple school types. Black 
pumps topped all reorders, brown was 
next, and from there the buying went 
into the light tans. There has been a 
consistent early demand for calf which 
was also reflected in the orders. Black 
suede dress flats were reordered in 
quantities, as were black calf and pat- 
ent leather. Brown in this category 
showed a marked upturn as compared 
with the last two seasons. 

Interest in holiday shoes was concen- 
trated on ripple silks, suede and vinyls. 
Springolators were also in heavy de- 
mand in all materials. The sweater 
pump remained top silhouette in the 
pump family, and was reported as ac- 
counting for about 70 per cent of early 
sales. Ornamented pumps, particularly 
with jeweled effects, were active. There 
was also a lot of interest in black rep- 
tile, particularly cobra, which is being 
bought to the exclusion of the usually 
popular brown in both pumps and 
slings. Heels continued important in 
buying programs, with the little heel 
gaining most attention. The new un- 
breakable plastic heel was well ac- 
cepted. 

As had been expected, this was a 
good show for slipper houses. Retailers 
bought the dressier and fancier types 
for Christmas selling about on a par 
with last year. There was a renewed 
interest by retailers who either had 
paid little attention to slippers or who 
had ignored them in the past several 
seasons. 

Men’s business was also more active 
than usual at this show, although re- 
ports indicated spotty business. 

There was some fill-in business on 
back-to-school types. There was also 
interest in new corduroy suedes in gore 
loafers as well as U-wing types which 
have cut into white bucks and saddles 
somewhat. There was also an indica- 
tion of interest in more reptile tynes 
ties and step-ins. There was some or- 
dering of Italian and Continental types 
for November and December selling. 
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Greige Dominant Color in I. Miller Salon 





The mezzanine floor of the newly decorated |. Miller Salon at 450 Fifth Avenue, 

New York, has walls of greige-colored brick wallpaper. The center of one wall 

is broken by brick arches; the low ceiling has weather-beaten wood beams; and 
the furniture is greige antiqued metal. 


New York—Greige is the dominant 
color in the newly decorated I. Miller 
Salon at 450 Fifth Avenue, here. Offi- 
cial opening of the salon was held 
August 27. 

This salon, which had its original 
opening in October, 1928, now has a 
completely new decor which was de- 
signed and executed by H. McKim 
Glazebrook, Jr. The new mood is one 
of simplicity and elegance; the color 
scheme is mono-chromatic in greige 
tones. The feeling of the main floor 
salon is mostly contemporary, with an- 
tiques used as conversation pieces; crys- 
tal Marie Therese chandeliers hang 
from the ceiling and matching sconces 
decorate the walls. The overall greige 
look is broken by a greige and white 
striped elevator, and wall areas are 
papered in greige and white documen- 
tary scenes. Most of the chairs in the 
selling area towards the rear of the 
store are upholstered in dull gold and 
faded apricot to give a touch of color. 

The Pinwheel Shop, an accessory 
boutique, has been greatly enlarged. Set 
in the center of the store, it is formed 
by a horseshoe-shaped display case over 
which hangs a greige and white antique 
satin canopy with matching tassels. 
The purpose of this shop is to com- 
pletely coordinate all accessories with 
the shoes, belts, handbags, gloves, plus 
the addition of jewelry, shoe buckles, 
wallets, scarfs, umbrellas, sweaters, 
flowers and other unusual boutique 
items. 

The new 450 Shop, located on the 
mezzanine, has taken on the light- 
hearted feeling of the low-heeled and 
leisure set. The atmosphere created is 
one of country patio or city terrace. 
Here again, the coloring is essentially 
greige and the walls are done in greige- 
colored brick wallpaper. On one wall 
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over the “brick” area, blue sky and 
clouds peek through. The center of this 
wall is broken by brick arches with a 
trompe |’oeil scene in the background. 
The low ceiling has weather-beaten old, 
sun-bleached wood beams, again with 
the effect of blue sky and clouds in the 
distance. The furniture is greige an- 
tiqued metal; chair cushions are made 
of sailcloth in aqua, hyacinth blue and 
Medici green. The attractive and realis- 
tic finishing touches include antique 
iron urns planted with greenery, an- 
tique iron sconces and bird cages. 


West Leads U. S. Regions 
In Retail Sales Gain 


WASHINGTON, D. C.—Among the four 
major regions of the country, the West 
led in percentage gain of retail sales 
between 1948 and 1954 with a mark of 
38.3 per cent, according to an advance 
summary of the 1954 Census of Busi- 
ness published by the Bureau of the 
Census, Department of Commerce. The 
South showed the second biggest per- 
centage gain with 37.4 per cent, to join 
the West in surpassing the national 
gain of 31.9 per cent. The North Cen- 
tral states and the Northeast lagged 
behind the national average with 
respective increases of 28.3 per cent 
and 27.9 per cent. 

Of U. S. retail sales in 1954 totaling 
$169,967,748,000, the North Central 
states, however, had the greatest 
amount, $53.437.533,000; the Northeast 
total was $45,965,287,000; the South, 
$43,769,322,000: and the West, $26,- 
795,606,000. Of U. S. retail sales in 
1948 totaling $128,849,252,000, the 
North Central states reported $41,659,- 
914,000; the Northeast. $35,948,295,- 
000; the South, $31,860,788,000; the 
West, $19,380,255,000. 








Dates to Remember 


Advance Spring Shoe Market Week, 
New England Shoe and Leather Asso- 
ciation, Hotels Statler and Touraine, 
Boston Sept. 30-Oct. 4 

Canadian Shoe and Leather Fair, Shoe 
and Leather Council of Canada, Sher- 
aton Mount Royal Hotel, Montreal 

Oct. 

Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
IR ica ch wcktawkaass sd Oct. 25-26 

Annual Fall Meeting, Independent Shoe- 
men, Sheraton-Blackstone Hotel, Chi- 
Ne als s sda Seakoeada Senet Oct. 27 

Fashion-O-Rama, Public Exhibition of 
Men's, Women's and Children's Fash- 
ion Industries, New York Coliseum, 
Sele TNR ioc a teah arse Oct. 27-Nov. 4 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

Oct. 28-Nov. | 

Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn.. Nov. 3-6 

Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo ....Nov. 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. Nov. 4-5 

Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. _.Nov. 

Spring Shoe Fair, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle .. Nov. 

Shoe Show, Southeastern Shoe Travelers, 

Dinkler Plaza, 
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4-5 


4-6 
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Inc., Henry Grady, 
Peachtree. and Piedmont Hotels, 
NS Se ava hors otees oven Nov. 4-7 


Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, la. Nov. 11-12 

Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis ...... .Nov. 11-13 

Spring Shoe Show, Restinddinte Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. ........... Nov. 11-14 

Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
BE. cheung SIRS be Ae bs 3400 Nov. 11-14 

Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pe .Nov. 18-20 

Heart of America Shoe ie. ‘Gaal 
States Shoe Travelers, Muehlenbach 
and Phillips Hotels, Kansas City, Mo. 

Nov. 18-20 

Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 

Dec, 2-5 

Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia ....Jan. 12-16 

Shoe Show, Empire State Footwear As- 
sociation, Hotel oncvepeutte Syracuse, 
N. Y. :; Jan. 20-22 

St. Late Shoe Show, St. Lette Shoe 
Manufacturers Association, Lennox, 
Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 

April 27-30 
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New YorkK—Opening their prelim- 
inary style planning on women’s shoes 
for the first time to outsiders, the 
Popular Price Shoe Show Committee, 
during Leather Show Week, gave a 
preview of colors in apparel and shoes 
for the coming spring and summer. 
Doris A. Weston, the organization’s 
Fashion Director, commented on ready- 
to-wear trends, and Helen Joseph, the 
PPSSA Shoe Coordinator, reported on 
coming styles in women’s shoes. 

Shoe colors to go with the Pale Neu- 
trals in clothes are Gray Sky, a new 
neutral; Flax, starting early; Wicker, 
a new medium beige, expected to have 
great volume potential. Ash Blonde, 
a pale taupe, is looked to for promotion 
value and Nectar, a peach-beige, is a 
high fashion color. Medium browns, 
Brass and French, are expected to 
have some early business. Lemon Chif- 
fon, a pale chamois tone, is considered 
to be a high fashion neutral to co- 
ordinate with gray or white. White 
is expected to be more important than 
ever—this to be true in ready-to-wear 
as well—as trims for early selling and 
later in all-over shoes. 

Misty Pastels, the second color group 
discussed, in apparel will be accented 
by the following shoe colors according 
to the PPSSA style authorities: white, 
Flax and black patent selling in vol- 





PPSSA Committee Previews Spring and Summer Styles 


ume; Wedgewoou Green, a soit sage 
green considered to have tremendous 
promotional possibilities as a new neu- 
tral; Delft, a muted grayed blue, an- 
other neutral; Pussy Willow, a paled 
silver-gray liked at high fashion levels; 
Mariposa, for the lilac shades in 
clothes, as a trim or in combination 
shoes; pink and blue, not important, 
but carried over in paler shades to 
coordinate with ready-to-wear. For 
basic black and navy, black patent 
leather was suggested, with navy con- 
sidered for its usual early selling. 

A group of Frosted Brights, mainly 
for casuals but also as trims in dress 
shoes, consisted of: Turquoise, Wam- 
pum Green, Gold Finch, Jack O’Lan- 
tern, Wild Rose and Ile de France 
Blue. The new interest in red, white 
and blue has a new look, using Wild 
Rose and Ile de France Blue. Grena- 
dine, a bright scarlet, was noted as a 
good complement to gray, white and 
black. As a general comment, tone-on- 
tone and ombre effects are expected 
to have good acceptance. 

The following trends were noted: In 
silhouette, very slim, more pointed toes; 
in heels, increasing interest in lower 
heels; curved heels liked best on low 
and medium heights with 12/8 receiv- 
ing increasing interest; increasing im- 
portance for T-straps; instep straps 


and spat effects receiving fashion pro- 
motion; new interest in high-riding 
throatlines achieved through high 
peaked throats, tongue effects, bows, 
buckles. 

In materials, textured leathers will 
receive good acceptance, especially with 
smooth finishes. Vinyl will be an im- 
portant material in both clear and 
laminated treatments. Ripple Cloth is 
expected to be good in white and pas- 
tels. Straw will be stronger in both 
casuals and dress shoes, 

There will be great variety in treat- 
ments and trims: soft draping, inserts, 
underlays, lacing, buckles, bows, Petit 
Point, pastel jewelry, large stones, 
Aurora stones, dainty florals, peasant 
and Tyrolean trims and straw orna- 
ments. 





New Family Shoe Store 
Opens in New Orleans 


NEW ORLEANS—Gilbert’s family shoe 
store at 537 Canal, held its formal 
opening August 20. Morris Bernstein 
is the manager. 

Equipped with 40 chairs, the store 
is staffed by seven salesmen and occu- 
pies the entire ground floor of the build- 
ing, measuring 22 by 106 feet. 

A marquee-type lighted sign over the 
entrance dominates the exterior which 
is finished in tile-like panels and large 
glass expanses. 
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Here are exciting casuals with get up and 

sell. Examine these new continental styles 
—artistically designed, expertly crafted 

—so light and flexible. Guanto's are 
made in Italy on American lasts to Amer- —* 


ican sizes. 


Model 409 


Priced to retail from 26.95 


GUANTO MEANS 
MORE PROFIT PER SALE 


WRITE OR CALL TODAY 


























THE COMPLETELY DIFFERENT MEN’S SHOE 


...as Italian as Chianti 


Model 419 


Model 407 


* Caprice Imports 


Dept. B, 234 Post Ave., Westbury, L. I., N. ¥. Edgewood 4-3228 
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Philip W. Lown is Honored 
By Industry Leaders 


Boston—The Shoe and Leather Di- 
vision of the Combined Jewish Appeal 
of Greater Boston honored one of the 
nation’s foremost figures in the shoe 
industry, Philip W. Lown, president of 
the Lown Shoes, Inc., of Auburn, Me. 
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PHILIP W. LOWN 


The tribute to the highly esteemed 
New England business and philan- 
thropy leader took place at a dinner 
meeting held on Wednesday evening, 
September 12, in the new Suburban 
Sidney Hill Country Club in Chestnut 
Hill. A capacity gathering of repre- 
sentatives of the entire shoe industry 


and allied businesses was on hand to 
salute the noted industrialist-humani- 
tarian. 

Mr. Lown, who has gained interna- 
tional renown for his philanthropic ser- 
vices, particularly for his help to the 
State of Israel, is currently serving as 
the general chairman of the Combined 
Jewish Appeal. The CJA’s campaign, 
which raises millions of dollars annu- 
ally, supports a network of 201 organi- 
zations helping the needy at home and 
in 24 foreign lands, including North 
Africa and Israel. His task this year 
is greater than that of any of his pred- 
ecessors because the 1956 CJA cam- 
paign is out to raise millions of dollars, 
not only for the 201 agencies, but addi- 
tional sums for the Special Survival 
Fund to rescue and resettle more than 
40,000 Jews from North African lands 
in Israel. 

One of the guest speakers was Irving 
Edison, president of the Edison Shoe 
Stores, of St. Louis. Mr. Edison flew 
to Boston from France to attend the 
Lown testimonial and take part in the 
program. 





Mrs. L. M. Snell Named 
Children’s Buyer by Fontius 


DENVER—Mrs. L. M. Snell, a veteran 
in the shoe retail field, has returned 
to Fontius Shoe Stores as buyer of 
children’s, teens and low-heel shoes for 


all Fontius stores, Harry Fontius, Jr., 
vice-president, has announced. She re- 
placed Benjamin C. Winder, who has 
resigned. 

Mrs. Snell, a native of Ohio, was as- 
sistant shoe buyer for the Bailey Com- 
pany, Cleveland, for 12 years before 
coming to Denver as a buyer for Fon- 
tius Stores in 1947. She left Fontius in 
August, 1951, to become shoe buyer at 
Joslin’s, here, where she remained 
until August of last year. At that time 
she joined the retail division of Gen- 
eral Shoe Corporation and served as a 
department manager in the Colorado 
Springs store of Daniels & Fisher. 





Army Awards Boot Contracts 


PHILADELPHIA—Three manufacturers 
were awarded contracts to make a total 
of 49,452 pairs of black leather combat 
boots following an opening at the Phil- 
adelphia Quartermaster Depot. The 
boots are to made with capped toes 
and rubber soles and heels. 

R. P. Hazzard Company, of Augusta, 
Me., received a contract to make 18,300 
pairs at $7.10 per pair. Kirkendall 
Boots, Inc., of Omaha, Neb., will make 
21,688 pairs at prices ranging from 
$7.10 to $7.25; and the remainder, 9,464 
pairs, will be made by Sportwelt Shoe 
Co., Nashua, N. H., at $7.155 to $7.825 
per pair. 

This procurement is for the United 
States Army. 





What do you want 
a price ticket 
to do for you? 





ag 


The MONARCH Marking System Company 
Dayton 3, Ohio 


Toronto, Canada * Mexico D.F., Mexico « Los Angeles, Calif, 
Sales and Service offices in principal cities. 
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Check tus bist- 
for information 
without obligation 


[_] Pre-printed ‘‘Sale Price’’ tickets 





[_] Retail price in large type 





[_] Perforated control tickets 





[_] Senso Labels (require no moistening) 





[_] Machine marked and attached 


tickets for soft goods 





ast 


STORE NAME 


[_] IMustrated folders on Monarch 


price-marking machines 





E49 8054 
75-L 44 


[_] Sample Monarch tickets, tags, labels 





8 X 10 
$1.98 


Attach to your letterhead 
and mail today 


The MONARCH Marking System Company 
216 S. Torrence St., Dayton 3, Ohio 
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NEw YorkK—This fall the apparel in- 
dustry will take its three-dimensional 
plunge into New York’s Coliseum with 
the Fashion-O-Rama exposition tailored 
to make the American family more 
clothes conscious. 

According to Eleanor Lambert, fash- 
ion consultant, the ready-to-wear in- 
dustry must consolidate its sales mes- 
sage here or be outstripped by “fash- 
ionized” refrigerators, automobiles, 
carpets, processed foods and other 
products that have adapted fashion to 
their needs and have begun to chip 
away at the part of the consumer dollar 
rightfully belonging to clothing. 

Miss Lambert contends that the “de- 
centralized nature of the industry has 
made it almost impossible for the public 
to receive the impact of the fashion 
message for fashion itself.” In the 
automobile industry she cites the fact 
that the selling job has been keyed to 
the interior fashions and colors, and 
the pitch is made by fashionably dressed 
pitchwomen. Interest in fashion has de- 
clined, Miss Lambert thinks, because 
the fashion message has been side- 
tracked to develop desirability and a 
pride of possession in other things 
whose message was simplified and con- 
centrated by the giants in hard goods. 

Miss Lambert will stage and direct 





ERE 6207 
Re DOO ORL LS 


Fashion Exposition Planned for Fall in New York 


from October 27 to November 4. 

Here, says Miss Lambert, “the men’s 
and women’s fashion industries will tell 
the world that fashions are part of our 
economic picture, and the family that 
is wardrobe conscious is contributing 
to its own prosperity and to that of its 
community.” 

“Just as important as telling the 
family about the whole idea of fash- 
ion,” says Miss Lambert, “is the fact 
that with Fashion-O-Rama we will have 
an annual show which will provide for 
the future of the fashion field.” 

It is expected that over 900,000 con- 
sumers will attend the exposition to- 
gether with some 90,000 buyers, store 
executives, retailers and manufactur- 
ers in the ready-to-wear industry. 





Berland Shoe Names Marx 


New OrRLEANS—A. E. Marx has been 
appointed district manager of Allen’s 
Shoe Store, 1001 Canal Street, New 
Orleans, and 10 other units in Texas 
and Louisiana, according to William 
G. Slonim, treasurer of the Berland 
Shoe Company. 

Mr. Marx, who has been associated 
with the Berland organization for 17 
years, previously managed a territory 
with headquarters in Dallas. 


Kinney Opens Newest Unit 
In Denver Shopping Center 


DENVER—Its second store in the Den- 
ver area and three hundred and sixty- 
sixth in the nation was opened re- 
cently by the G. R. Kinney Shoe Com- 
pany in conjunction with the formal 
opening of the Lakeside Shopping Cen- 
ter in the northwest part of metro- 
politan Denver. Marlin J. Edwards has 
been named manager of the new store 


by G. E. Hibbison, district manager 
of the Kinney firm. 
Mr. Edwards, a native of Mason 


City, Ia., and a graduate of Iowa State 
Teachers College, started as a stock 
clerk 15 years ago in the Des Moines 
store, of which Mr. Hibbison at that 
time was manager. With the exception 
of two years’ service in World War II, 
Mr. Edwards has been with the Kin- 
ney stores since that time, serving as 
manager of stores at St. Joseph, Mo.; 


Cedar Rapids and Sioux City, Ia., and 
most recently at Pueblo, Colo. 
The new Kinney store has been 


termed by Kinney officials as “the most 
modern in the entire Kinney system,” 
featuring broad window display space, 
soft carpeting, tile trim and accommo- 
dating 70 customers at one time. For 
the three-day opening, managers in 
training for other shoe stores came to 












i Denver to work side by side with 
the fashion shows at the Coliseum dur- Manager of the local Allen store is newly trained clerks hired from the 
ing the Fashion-O-Rama exposition Morris Gavrin. Denver area. 

FOOT KING* —" MORE FOR YOUR MONEY! 
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\T's HOT SALES-STYLEO 

BLUE SUEDE 
SHU-LOK GENUINE 

MEN'S DO 
GOODYEAR WELTS SHELL COR VAN 
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BOYS' 779 


MEN'S 79906, 
sizes 6 to 12, widths 
B, D. Price $5.80 net. 


GOODYEAR WELTS 
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06, 
sizes 5 to 7 Poe B, D. 
Price $5.30 ne 


Also SHU-LOKS in smooth pee rencatan, cordo, black; white buk, too. Boys’ 
sizes 5 to 7. Men's sizes 6 to 


FOOT KING MEN' S GOODYEAR WELTS 





#79181—BLUCHER TOE—Genuine shell cordovan, straight tip blucher, leather 
double deck welt continental, Neolite slab heel, leather oak bend sole, midsole, 
are stocked in fine leather lining, leather insole, anti-fungus drill linings. 


more than 100 
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FOOT KING BOY RANGERS: retalt $6.98 up. Anti fungus rt BROWN—Men's #79180-B, C, D, sizes 6-to-12. Price $8.55 net 
linings, leather insoles, superior leather linings. Boys’ #77180-B, 6, D, sizes I-to-7. Price $7.50 net 
FOOT KING REG-E-STURD 7%, shove, Soles urate izes 





months or a new pair free. Sizes 


| to 7. Widths A to E. Price $4.60, Retail $7.95. 
WELLINGTON BOOTS — RIPPLE SOLE SHOES — JEAN BOOTS 
Over 140 Men's and Boys’ Styles In Stock. — aan * 3 77002.1.0, tt Wher. Price $7.0 ag = 
FOOT KING MEANS BUSINESS! WRITE FOR FREE CATALOG 
PENNA. 
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Ay oe TOE—Genuine shell cordovan, leather storm welt, neodite slab heels, leather 
ak bend sole, midsole, fine leather lining, leather insole, anti-fungus drill linings. 
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Sells Party Shoes During Back-to-School Promotion 


Datitas—The children’s retailer who 
prominently displays a variety of dress 
footwear during the peak of his back- 
to-school selling period is the retailer 
who enjoys multiple sales. This was 
proved by Harvey Bush, buyer of chil- 
dren’s shoes for Neiman-Marcus, dur- 
ing his August selling program. 

The fact that Neiman-Marcus sales 
women were wrapping up party shoes 
along with school] shoes for their cus- 
tomers was no accident. The store 
sponsored a designer’s collection of 
Dress-Ups by Alexis in the firm belief 
that a little girl’s party season begins 


when the class bell rings. Why wait 
until the holidays to sell that dressy 
pair? 

With Alexis (Alex W. Smith, execu- 
tive vice-president of Weber Shoe 
Company) on hand to discuss his cur- 
rent designs and a few spring trials 
with little girls and their mothers, the 
store sold a ratio of 60 per cent dress 
to 40 per cent school shoes during the 
three-day promotion. Boys’ sales, un- 
affected by the promotion, nonetheless 
were counted in the totals. 

While the majority of dress shoes 
sold were from the store’s stock, more 





Many individual firms, for credit reasons, turn down valuable 
orders which we could have approved safely for them. This is 
not because we know their business better than they do. But 
their main business is making and selling a product; ours is 
granting credit. If reasons to accept a risk exist, we have the 


facilities to find them. 


Our job is to 


can help you too. 





uarantee our clients _— bad-debt losses 
while helping them to expand their sa 
vices that stimulate, not restrict, their business. Iselin services 


es through credit ser- 
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Alex W. Smith, executive vice-president 
of Weber Shoe Co., discusses party shoe 
with youthful customers during Neiman- 
Marcus back-to-school promotion. She 
agreed that a little girl's party season 
begins when the class bell rings. 


than 100 special pairs were written, 
about 15 per cent of these sales supple- 
mented by matching bag orders. Over 
20 per cent of these orders were on 
one pattern, the Colonial buckled “May- 
flower.” Genuine lizards took another 
large chunk of the special order busi- 
ness as did velvets with rhinestone- 
touched vamps. But the news in the 
self-selection story was concentrated on 
stardust kidskin pumps and strapped 
shells, decorated with little rhinestone 
buckles, plastic flowers or pom poms of 
matching kidskin. In pink, gold and 
blue, these shoes proved irresistible to 
the very young girls, those under seven 
years. 

Red was the colorful star of the 
showing: red patent, red velvet, red 
lizard. Other wanted colors were brown 
and blue, copper patent leather and 
brown velvet, blue satin patent and 
blue velvet. Black velvet was volume, 
purchased from stock and on special 
order. 

As at previous showings in other 
stores, Alexis worked with numerous 
women and children crippled by polio. 
“It is most rewarding to help these 
people to get pretty shoes,” the de- 
signer says. ‘“‘Women who are forced 
to wear children’s sizes are overjoyed 
at the opportunity to select the more 
adult styles in the collection and to 
get them in more adult colors and mate- 
rials.” For example, one woman will 
soon have her first pair of genuine 
alligator shoes. And an eleven-year-old, 
whose mother says “she dreams up shoes 
to match all her dresses,” will have a 
little heel] like all the other girls in her 
class. The fact that the heel will be 
distorted through the necessary lifting 
of one and lowering of the other does 
not dim her pleasure. 

While dress shoe selections varied 
widely with the customers, school shoe 
demands did not. Far and away the 
most wanted pattern was a loafer with 
a hand-sewn moccasin vamp, black 
suede and gray suede preferred. When 
children were deterred from selecting 
the loafer and switched to an oxford, 
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the saddle was favored, white with 
blue suede saddle, red smooth with red 
suede saddle, or red smooth with white 
saddle. 

Despite temperatures of 105 and 107, 
the children’s shoe business boomed at 
Neiman-Marcus with figures on the 
three-day period covered by the RE- 
CORDER running almost double last 
year’s figures. 


Haimes Niassa 6 Merchendles 
Thom McAn Women’s Lines 


New York—Due to the rapid expan- 
sion of Thom McAn Gold Line stores 
selling women’s and children’s shoes as 
well as men’s and boys’ Melville 
Shoe Corporation has reorganized the 
‘hom McAn women’s and girls’ foot- 
wear merchandising department. Jack 
Haimes has been appointed director of 
the department and Stanley Norkunas 
has been named assistant director. 





JACK HAIMES 


Mr. Haimes comes to Melville with 
more than twenty years’ experience in 
retail merchandising of women’s shoes. 
Mr. Norkunas has been stylist of wo- 
men’s and girls’ shoes for Thom McAn. 
For the present, both will make their 
headquarters at the Melville office at 
44 Hammond Street, Worcester, Mass. 

Of the 700 Thom McAn stores now 
in operation, 160 are the Gold Line 
combination type catering to the en- 
tire family. New Gold Line stores are 
being opened at the rate of better than 
one per week, most of them in shopping 
centers. 





Green and Flame Color Plan 
Of Modernized Shoe Store 


HAMILTON, ONT.—Burt’s Shoe Store 
at 54 James St., North, has been re- 
designed, remodeled and redecorated. 

Otto Guenther, owner of the store 
since April, 1954, has spared no ex- 
pense to make the shop streamlined 
yet comfortable. 

The shelves for shoe boxes have been 
ripped from the walls and the storage 
department moved to the rear; the 
walls are painted a clear spring green; 
and ceiling to floor mirrors have been 
installed. 
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A pale green, wall-to-wall carpeting 
is used in the renovated store with a 
brilliant contrast made by the fiame- 
covered chairs with black iron legs and 
curved seats and backs. 

The drapes, in a bold flame and 
green design on a cream background, 
pick up the color scheme and were the 
choice of P. J. McHugh, store manager, 
who has been in the shoe business in 
Hamilton for more than 20 years. 





Old Store Has New Name 
'uscaLoosa, ALA.—An old _ estab- 

lished shoe store here officially assumed 

a new name. Ilowever, according to the 
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DREW’S famous walking shoe 


in soft, 


management, “it'll still be the same 
store.” 

L. W. Wagner announced the change 
in name of his store from Powe’s Shoe 
Store to Wagner’s Shoe Store. Mr. 
Wagner purchased the store from Guy 
Powe three years ago, but had con- 
tinued to operate under the Powe name. 
Mr. Powe is still connected with the 
firm. He opened the store almost 30 
years ago. 

Prior to coming to Tuscaloosa, Mr. 
Wagner was manager of a shoe store 
in Paris, Tenn., and at one time was 
associated with the shoe department of 
the May Company, St. Louis depart- 
ment store. 


Kangaroo 


, leather 
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This famous walking shoe by Drew is available in soft, 

supple Kangaroo leather, IN-STOCK. Many retailers and 
their customers insist on this fine leather, with its record 

of smart good looks and long wear! Drew shoes simply 
outperform others, with superior fitting comfort. Financial 
assistance for qualified persons, 

THE MEADOW-—No, 16364, IN-STOCK in black 
Kangaroo, $9.60, Sized AAAA, AAA, 6% to 11; AA, 6 to 11; 
A, 5% to 11; B, 5 to 11; C, 4% to 10; D, E, 5 to 9. 


Write Today.For Our NEW, IN-STOCK Catalog 


THE IRVING DREW CORPORATION, LANCASTER, OHIO 
(NEW YORK OFFICE — 746 Marbridge Bldg.) (LOS ANGELES OFFICE — Suite 610, Warner Bros. 
Theatre Bldg.) (In Australia—Drew shoes are made by Pittman Shoe Co., Ltd., Melbourne) 
DREW SHOES * DR. HISS SHOES © BLUE GRASS SHOES © DR. A. REED CUSHION SHOES 
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July Chain Store Sales 


July sales reported by four of the 
major retail shoe chains in the nation 
dipped in two instances and increased 
for the other two corporations. 

July sales of $7,116,335 by the Mel- 
ville Shoe Corporation compared with 
$7,475,436 for the period a year ago, 
representing a drop of 4.8 per cent. For 
the first six months of the year, how- 
ever, sales totaled $60,470,273 compared 
with $56,949,574 for the similar period 
last year, or an increase of 6.2 per cent. 

July figures for the A. S. Beck Shoe 
Corporation, including the A. S. Beck, 
Adler and Baker retail chains, were 


Are Half Up, Half Down 


$2,907,392 against $2,818,079 in 1955, 
an increase of 3.2 per cent. For the 
seven months ended in July sales to- 
taled $27,736,840 against $26,979,458 a 
year ago, or a 2.8 per cent increase. 
Stores in operation in 1956 are 193 com- 
pared with 184 last year. 

Edison Brothers Stores, Inc., re- 
ported consolidated net sales of $6,- 
268,192 for July compared with $6,071,- 
370 in 1955, an increase of 3.24 per 
cent. The seven months total was $48,- 
860,990 compared with $48,227,788 for 
the same period last year, or an in- 
crease of 1.31 per cent. 
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Puritan Welts 


Outstanding 
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475 Brown Elk 
Moce. Oxford 


476 Red Elk 
Moce. Oxford 





Pre-Welt Field 


All Leather Construction 

Solid Leather Soles 

Moulded Leather Counters 

3 Iron Flexible Leather Insoles 

Goodyear Air Foam Cushions 

Snug Grip Heels 

Uppers All Nylon Stitched 

Hand Lasted 

Finest Pennsylvania 
Craftsmanship 


Y oungsters in the age group who wear 


21% to 8 size run are under-going one of 
most important periods in their develop- 


ment and their small feet deserve the bene- 


of your best fitting skills and the finest 


shoes the market offers; that means Ephrata 
Puritan Welts. 


Write for Catalogue 


To Retail Profitably 


$4.50 to $4.95 


Sizes: 2 to 6, 6% to 8 
Widths: B, C, D, and EE 


Shoe Company 


EPHRATA ¢ PENNSYLVANIA 





G. R. Kinney Corporation July net 
retail stores comparisons are $3,327,000 
against $3,390,000, a dip of 1.8 per cent. 
For the seven months ended in July, 
sales were $27,061,000 compared with 
$24,546,000, or a rise of 10.3 per cent. 
There were 353 Kinney stores in opera- 
tion at the end of July compared with 
344 the same time last year. 





Department Store Shoe Sales 
Climb in St. Louis District 


St. Louris—Charts recently released 
by the Eighth District Federal Reserve 
Bank research department show that 
department store shoe sales and shoe 
stocks were both up, as compared with 
the corresponding period of 1955. 

Based on retail dollar amounts, chil- 
dren’s shoe sales for the first six 
months of 1956 were up nine per cent, 
women’s up six per cent, and men’s and 
boys’ up 11 per cent compared to 1955 
figures. 

Stocks of children’s shoes were re- 
ported as 24 per cent higher in June, 
1956, than they were in June, 1955. 
Stocks of women’s shoes were listed 
as 15 per cent higher than June of last 
year, while stocks of men’s and boys’ 
shoes and slippers went on record as 
20 per cent higher than the same 
month of last year. 

Total department store sales were 
reported as up 10 per cent for the 
Eighth Federal Reserve District for 
June, 1956, as against June, 1955. The 
district charts include department 
stores in St. Louis, Louisville, Memphis 
and Little Rock. 





Aye, They’re Buying Shoes 
Via Yacht in Biscayne Bay 


Miami, Fla.—Shoe department custom- 
ers of the new Jordan Marsh Miami 
store are making unprecedented use of 
the new pier jutting out some 100 feet 
into Biscayne Bay. 

So many people living on Miami Beach 
have hesitated about crossing the 
crowded causeways by bus or automo- 
bile when they want to shop in down- 
town Miami. Bucking the crowded thor- 
oughfares is an ordeal. 

Now, with the new $15,000,000 de- 
partment store recently completed by 
Jordan Marsh, the picture is changed, 
particularly for those who have yachts 
or other boats. 

Adjacent to the store and running 
down to Biscayne Bay is a free parking 
lot which accommodates 3,000 cars. To 
this has been added a T-shaped pier, 
the protected “lagoon” on one side of 
which is capable of accommodating eight 
or ten yachts. 

On opening day there were more than 
200 private yachts in the bay. Getting 
the children shod for school, or buying 
shoes for immediate or future use, is 
easier when one can visit the store by 
boat. And that is just what ever in- 
creasing numbers of shoppers are doing. 
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‘Rock ’n Roll’ Theme Used 
To Sell Casual Shoes 


SCRANTON, Pa.—The Paramount Shoe 
Store went after casual shoe business 
from college and career girls with a 
strong promotion built around a “Rock 
’n Roll” theme. The store used full 
page newspaper advertising, window 
display and interior display to feature 
the new Sandler line, urging customers 
to “Go Rockin’ ’n Rollin’.” 

The unusual ad featured a sketch of 
a big roller coaster against which were 
superimposed the new casual styles for 
women. Said ad copy: “The thrills of 
roller coaster emotion expressed in 
fashions for the young, with feather- 
weight leathers, vibrant colors, in- 
triguing silhouettes and textures. 

“And look for the European influ- 
ence, with shades of the Halls of Ivy, 
from Heidelberg to the Sorbonne, 
brought back and adapted for Ameri- 
cans by Sandler, and now featured by 
Paramount. 

“Not only for rock ’n rollers, but 
for the campus bound and the career- 
launched gals.” 


Family Shoe Store Opened 


Saucus, Mass.—The Roadside Shoe 
Outlet is the name of a new store opened 
on the Newburyport Turnpike here in 
Saugus. Pencil sets and other back-to- 
school gifts were presented to children 
who visited the store with their parents 
during the opening celebration. Men’s, 
women’s and children’s shoes are car- 
ried. 


Paulson Heads Committee 
For Vancouver Shoe Show 


Vancouver, B. C.— Approximately 
50 manufacturers have already applied 
for exhibit space at the second group 
showing of spring shoes sponsored by 





GLENN PAULSON 


the Pacific Travelers’ Shoe Show. This 
will be held here November 18-21 at 
the Hotel Vancouver and arrangements 
have been made to accommodate about 
500 delegates from the provinces of 
British Columbia and Alberta. 

Glenn E. Paulson has been named 
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chairman of the show committee, other 
executives of which are Stewart Lind- 
say, vice-chairman; William B. Glad- 
stone, secretary; and C. G. McLennan, 
Harry Sealey, Les Jamieson, Bob Cun- 
dall, Al Jonah and Clarence Stephen, 
directors. 





Bright New Shoe Store Front 
Combines Green and Coral 


CHAMPAIGN, ILL.— The remodeled 
Phipps Shoe Store at 114 N. Neil St., 
had its opening the week of Aug. 19. It 
is one of three stores operated by 
the Phipps family. The others are in 


Mattoon, Ill., and Charleston, Ill. 

Noteworthy features of the new ex- 
terior include green structural glass 
paneling at the base, coral alsomite 
above the windows and an ornamental 
rubber link mat, inset at the exterior 
vestibule in a style heretofore featured 
largely by hotels. The exterior vesti- 
bule has fluorescent lighting. 

All glass doors and open style display 
windows give a full vista of the re- 
modeled interior. Full air conditioning 
has been installed. 

The new oak cabinets for storing 
shoes are in apricot finish and are 
distinguished by lighted display niches. 














IN STOCK 


Men, Women, Boys 
700-770 500 7002 


Order today ! 








SEBAGO - MOCS 


Only SEBAGO-MOCS offer you the extreme flexibility of the original 
Indian Moc, plus the scientific support of a modern welt shoe — AT POPULAR 
PRICES! Chief among many points of superior craftsmanship, Patented 
Welt Construction means they're lighter, tougher, more flexible! 


At once delivery ! 


SEBAGO-MOCS ARE THE FASTEST-GROWING 
LINE OF MOCCASINS IN THE COUNTRY TODAY! 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Mfg. Co., Ltd., Winnipeg, Manitoba. 





Exclusive *Patented 
Welt Construction 


Hand-sewn vamps 
Hand-lasted 


Leather welting, no insole, arch-supporting steel shank, soft Kemblo 
fillers, hand-turned collars, heel-hugging fit. 


*U,S, Pat, #2,420,266 











About Shoe People 





Verovsky’s Shoe Store has been re- 
moved from 32 Sayles Street to 24% 
Main Street, Woonsocket, R. I. It is 
operated by Morris Verovsky, and is an 
exclusive retailer of men’s footwear. 

ae & ca 


Ted Behrends has opened a new shoe 


tered by Harry Hoffenbloom, 9047 12th 
Street, Detroit, for a new medium qual- 
ity men’s shoe, available in either wing- 
up or Algonquin style, being made ex- 
clusively for him by Bridgewater Shoe 
Company. Mr. Hoffenbloom operates 
the two Name Brands Men’s Shoes on 








the west side of Detroit, and will retail 
the Angelo-De-Pablo shoes in both 
sitting units. 

The new business names of Angelo- 
De-Pablo Custom Shoes and Angelo 
Custom Made Shoes have been re7is- 


store at Belmont, lowa, to be known as 
Ted’s Shoe Store. 


The American Shoe Company, pio- 
neer local wholesale house, has moved 


THE SHOE OF TOMORROW 
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Heather Calf 


Once you've enjoyed the lift of handsome Allen-Edmonds 
shoes, you'll buy them always; it’s a habit many 
successful men have acquired. There's good reason 
‘combine flexibility ... cork cushioning ... 
exclusive nailess, i construction and 
the aupplest of leathers in the most comfortable 
shoes you’ve ever worn. We guarantee you'll 
like them — in writing! Most styles —- $24.95. 
See your dealer — or order direct from: 
Allen-Edmonds, Belgium, Wisconsin 


PFO flex... BQ)» roll... 


they bend... 
to follow your 
foot in action! 














So that you sew up even more sales of the finest “Stitched All Round” 
shoe this Fall, we’re continuing our successful pattern of national ad- 
vertising with consistent schedules in consistently successful magazines. 
Above ad appears in: 


SSQUIRE, Oct., 1956 TIME, Oct, 15,1956 NEWSWEEK, Oct. 29, 1956 


Ever Notice How Many Leather Experts Wear Alien-Edmonds? 
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from 251 West Jefferson Avenue, De- 
troit, where they have been located for 
decades, to 3341 East Jefferson Avenue. 
The new location is about a mile and a 
half from the heart of the downtown 
district, and provided with convenient 
parking. American Shoe has a space 
50 by 200 feet for display and ware- 
house purposes, located on the ground 
floor of the Arrow Furniture Building. 
The firm is owned and managed by 
Oscar J. and Elmer A. Freiwald, who 
are nephews of the founder of the busi- 
ness, which was originally a manufac- 
turing company at the turn of the 
century. 
* * Ld 

After 37 years of continuous service 
with The Hageman Shoe Co., of Lorain, 
O., Mrs. Agnes Pratsch has retired as 
buyer of women’s and children’s shoes. 
She also managed these two depart- 
ments. Mrs. Pratsch was honor guest 
at a dinner attended by the entire store 
staff, following which she was pre- 
sented with a matching set of luggage, 
a U. S. savings bond and other gifts. 
Early in September she left on a trip 
to the West Coast and Honolulu. 


* * oF 


John R. McDonald, until recently 
manager of the Miller Jones shoe store 
in Concord, N. C., has been made man- 
ager of the store operated by the same 
company in Charlotte, N. C., according 
to an announcement by Charles Ferrell, 
district manager. The company, which 
operates stores also in Kannapolis, 
Shelby and Statesville, all in North 
Carolina, plans additional outlets in 
Charlotte and nearby points in the near 
future. 

+ + * 

Philip S. Gibbs, a 25-year veteran in 
the retail business, is taking over the 
store known as Park Shoes at 1759 
South Fort Street in the south end 
Detroit suburb of Lincoln Park. The 
former owner, Robert E. Joly, who had 
operated it about four years, is moving 
to St. Louis. The store will carry 
Florsheim and Jarman lines for men, 
Acrobat for children, and Valentine for 
women under Mr. Gibbs’ management. 

* + + 


The Village Footman is the name of 
a new store, owned and operated by 
Mr. and Mrs. Joseph R. Lengyel, in the 
Colonial Shopping Center, Lynnfield, 
Mass. Knotty paneling, colonial wall- 
paper and hooked rugs are used to 
decorate the store’s interior, carrying 
out the colonial theme of the shopping 
center, 

* * a 

Edward Gorman has opened the Chil- 
dren’s Bootery at 18 East Main St., 
Torrington, Conn. Mr. Gorman has had 
wide experience in the shoe retailing 
field. He began his shoe career in Dan- 
bury, Conn., in 1930 and, before moving 
to Torrington in 1949, was associated 
with two Danbury skoe firms. Prior to 
that he was buyer snd manager for a 
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shoe store in Lancaster, Pa. A com- 
plete line of Edwards shoes is carried 
in the new store. 

ok ok * 

A new children’s shoe store, Star 
Shoes, has been opened at 2023 Main 
St., near Niagara Ave., Niagara Falls, 
N. Y. The proprietor is Edith Star. 
The store handles shoes in a $3.95 to 
$7.95 price bracket. 

ok ak a 

A new family shoe store, known as 
Du Bin’s Shoes, has been opened at 
8150 W. 111th Street, Chicago. The 
store is owned by M. Du Bin. Mel 
Shulkin is manager. 

+‘ * + 

Herman Levine has been named man- 
ager of the new Ross Shoe Store at 
1926 Hollywood Boulevard, Hollywood, 
Fla. The store was opened recently by 
Max Rosenthal who also owns and op- 
erates the Ross Shoe Store in the Sun- 
rise Shopping Center, Fort Lauderdale. 

* ak a 

Jay and Arr Shoes is the anme un- 
der which a new business will be op- 
erated in the W & B Business Block, 
Titusville, Fla. It is owned and will be 
operated by Mr. and Mrs. I. Wacksman 
of Fort Pierce. 

* * of 

A new shoe department has been 
added at Daniels, Inc., 2117 Ponce de 
Leon Boulevard, Coral Gables, Fla. 
This is a popular department store, and 
with the addition of a shoe department, 
is now complete. Nationally advertised 
brands such as Naturalizer, Joyce, 
Risque and Dalsini will be carried. 

+ oo + 

The Wells Shoe Store, formerly 
handling men’s and children’s footwear 
only, has switched to a family type op- 
eration with the addition of women’s 
line, featuring Miracle Tread. The 
store is being remodeled, with pro- 
vision for a new concealed stockroom 
area at the rear. The store is owned 
by Thea and Mabel R. Wells. 


*” * * 


A family shoe store, known as Ken’s 
Shoe Center, has been opened by Ken- 
neth A. Buongirmo at 515 North Col- 
ony Road, Wallingford, Conn. 

+ + * 

A new store is to be opened soon in 
East Boston under the name of the 
Factory Shoe Outlet. The store will 
be managed by Bradley Coll. 


*” * * 


Goodwin’s Shoe Store, at 139 Meri- 
dian Street, East Boston, Mass., has 
moved to a larger store at 103 Meridian 
Street. Harry Slesinger is the owner 
and manager. 

* + a” 

Nathan Fisher, until recently man- 
ager of the Walk-Over shoe store at 
168 Tremont Street, Boston, has opened 
a new store in Medford, Mass., known 
as Singer’s Shoe Store. 

* *” + 


Rupert S. Manchester of Westbrook 
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is the new manager at the Dr. Scholl 
Foot Comfort Shop, Congress Street, 
Portland, Me. Manchester last work- 
ed for Dr. Scholl’s from 1929 to 1936. 
He was also with the Boston Shoe 
Store and, from 1942 to this year, he 
did corrective shoe work at Owen 
Moore & Company. He had previously 
worked for Jordan Marsh Company, 
Boston, Strauss in Lewiston and Powers 
Mercantile Company, Minneapolis. 
‘ * * 


Vadenai’s is the name of a new store 
specializing in women’s shoes which 
was recently opened at 10 High Street, 
Woonsocket, R. I. The same company 
operates a leased shoe department in 
Shirley’s Women’s Shop in Woonsocket. 

1K * a8 

Gerald H. Haensler has 
pointed manager of the 


been ap- 
downtown 


— 





Burt’s Shoe Store, 1247 Woodward 
Avenue, Detroit, succeeding Theodore 
Helegman, now with another company. 
Mr. Haensler started with the Edison 
Brothers organization, operating 
Burt’s, in 1942, and has been manager 
of a shoe store in suburban Hamtramck 
and subsequently in Cleveland before 
assuming his new duties. His as- 
sistant manager is Bob Treklis. 
* * * 


Paul O’Bryne and his wife, Ethel, of 
Capezio’s of San Francisco, have 
moved to 1383 Geary Street, San Fran- 
cisco. The O’Brynes were formerly lo- 
cated in the Warfield Building, 988 
Market Street. Dance and theatrical 
shoes and accessories have been their 
specialty for the past 20 years, and 
they recently added fashion shoes to 
their other lines. 


Fall Footwear that Moves 
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It's smart, it's comfortable, 
It's easy to sell—again and again. 


Write for new Fall In-Stock Catalog 


THE WALKER T. DICKERSON CO. 


COLUMBUS 15, OHIO 
New York Office: 417 Marbridge Building 
ALSO MANUFACTURERS OF SABEL'S <*«=i> FOR WOMEN 





Store Uses Policeman to Aid 
Back-to-School Promotion 


ATLANTA — Rich’s department store 
got back-to-school selling of children’s 
shoes off to an impressive start when 
it staged a Buster Brown carnival in 
the children’s shoe section. It proved 
to be a good traffic puller and laid the 
groundwork for a substantial volume 
of business. 

The store’s Young Atlantan Shoe 
Center was transformed into a huge 
circus tent for the event. A member of 
the Atlanta Police Department, known 
as “Magic Cop,” performed tricks for 
the children. 


Cotton candy was made right in the 
Shoe Center and served to children by 
a friendly “Lion” and “Tiger.” Children 
received favors, including balloons, 
blow-outs, comic books and rings. 

The store promoted the event with 
heavy newspaper advertising. 


July Production Showed Gain 


WASHINGTON, D. C.—According to a 
recent report by the U. S. Department 
of Commerce here, July footwear pro- 
duction of 42.2 million pairs was 3 per 
cent higher than the 41.1 million pairs 
produced in July of 1955 and was 5 
per cent below the 44.4 million pairs 
produced in June, 1956. 














“FARBERIZED” INSOLES 
RESIST SHRINKING, CURLING AND CRACKING... 
HELP PRESERVE SHAPE AND FIT OF SHOE 


The special ‘‘Farberizing” process — 
Replaces water-soluble tannins with 
special Farberizing compound, 
Seals each fibre against moisture 
and perspiration. 
Protects against deteriorating effects 
of alternate wetting and drying. 
Adds months to the useful life of the 
shoe . . . at no extra cost. 


Write for full information on 
Farberized insoles and Welting 


L. Farber 
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In comparing footwear production in 
July of this year by type with produc- 
tion of the same types in the previous 
month, the most noticeable increase oc- 
curred in women’s dress and work 
shoes. Production of this type 
amounted to approximately 14.5 million 
pairs in July in contrast with produc- 
tion of 13.2 million pairs the previous 
month, or an increase of 10 per cent. 

The most outstanding production de- 
crease occurred in men’s shoes (other 
than work shoes) in which production 
for July 1956 was off approximately 
10 per cent from the previous month. 





Controllers Institute 
Elects Regional Officers 


New York—Morgan I. Pitcher, as- 
sistant vice-president and comptroller, 
Edison Brothers Stores, Inc., has been 
elected secretary-treasurer of the St. 
Louis Control of the Controllers Insti- 
tute of America. William J. Banks, as- 
sistant comptroller, International Shoe 
Company, has been named a director. 

At the annual meeting of the Insti- 
tute’s Western Michigan Control, W. 
T. Newman, controller and credit man. 
ager, Eagle-Ottawa Leather Company, 
Grand Haven, Mich., was appointed a 
vice-president. 

One of the new directors of the local 
controllers’ group in Columbus is C. E. 
Conaway, controller, Shoe Corporation 
of America. 

Established in 1931, the Institute is 
a non-profit management organization 
of controllers and finance officers from 
all lines of business—banking, manu- 


facturing, distribution, utilities, and 
transportation. Total membership ex- 
ceeds 4,500. 





Branch Store Opened 


CHARLESTON, S. C.—The new Bob 
Ellis Shoe Store branch on Reynolds 
Avenue, Charleston Heights, held its 
formal opening. The store is owned by 
Jake and Morris Kalinsky, and man- 
aged by Isadore Messenger. 


Trade Literature 





Industrial Eye Hazards 
Subject of New Book 


In the United States alone, more 
than 80,000 persons, it has been esti- 
mated, have lost the sight of one eye as 
a result of industrial hazards and 
nearly 8000 have lost the sight of both 
eyes as a result of these accidents, ac- 
cording to H. W. Hofstetter in his 
forthcoming book, “Industrial Vision,” 
which Chilton Company issued on Sep- 
tember 12. 

The importance of industrial vision 
is not fully understood, Dr. Hofstetter 
says, and the fact that an employee’s 
eyes are tools as specialized in their 
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application as the hammers, gages and 
files he uses to carry on his trade has 
often been disputed by experts. 

“The confusion,” Dr. Hofstetter says, 
“seems to lie in the attempt to associate 
vision characteristics with specific jobs 
or typical jobs classifications, rather 
than with the vision requirements or 
the visual demand specifications of the 
job.” He points out that industrial job 
classifications are based on criteria 
that have no connection with vision, 
and oftentimes a great majority, if not 
all, of the individuals in a given sample 
will have vision superior to the mini- 
mum required for the job. 

He gives a complete statistical analy- 
sis of vision and industrial efficiency 
by considering all sides of the contro- 
versial subject. Employee performance 
and competence is shown in the light 
of supervisors’ ratings, production rat- 
ings, quality ratings, accident fre- 
quency records and absenteeism. 

In separating his book into divisions 
which cover industrial eye hazards and 
protection, visual testing in industry, 
vision and industrial efficiency, indus- 
trial compensation for loss of vision, 
visual test for driving ability, and the 
relation of vision and visual testing to 
driving ability, Dr. Hofstetter, Direc- 
tor, Division of Optometry, Indiana 
University, has directed his book to 
ophthalmologists, opticians, optome- 
trists, physicians, nurses and industrial 
safety directors alike. 

Industrial Vision by Dr. Henry W. 
Hofstetter, 188 pages, 61 illustrations. 
$10.00. 





Guide Tells How To Plan 
Store Modernization 


The Store Modernization Institute of 
New York has recently published the 
Basic Guide for Store Modernization 
kit, which was apparently what retail- 
ers the world over had been looking 
for all along, a practical step-by-step 
guide to help them plan their own mod- 
ernization. It is already in its second 
printing. Orders for the first printing 
came from all 48 states and from some 
30 other foreign countries. 

When the small store owner is ready 
to modernize his store, the Basic Guide 
shows him how to go about it; who can 
do what for him (even how he can do 
some things himself). It explains the 
complicated services, functions and fees 
of the many people with whom he 
might be dealing before the job is done 
and what he can expect of each of 
them. It shows him, by checklist and 
questionnaire, how to put his own ideas 
down on paper in proper form and how 
to gather the right facts on which to 
base his modernization plans. It shows 
him how to avoid costly mistakes in 
time and money, and how to have the 
most successful store possible to insure 
a profitable future. It definitely stimu- 
lates his thinking and planning. 

Ten basic steps, from the first ideas 
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of modernizing through to the finished 
store are discussed in detail. Some of 
the subjects covered are: how to decide 
what he wants to achieve; how to figure 
his budget; how to find out the costs; 
how to arrange financing; who can do 
the best job for him; how to make an 
accurate survey of his modernization 
needs; what to do when actual work 
starts, and what to do while it is in 
progress. The Basic Guide kit does not, 
however, contain typical or ideal lay- 
outs, photographs, floor plans and deco- 
rative schemes presented so well by 
trade magazines, although it does list 
many sources for such material. 
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To assure a correct and comprehen- 
sive picture of all phases of moderni- 
zation that might affect the retailer’s 
store, the Basic Guide was prepared 
with the help of architects, contractors, 
bankers, lawyers, store owners, govern- 
ment agencies, merchandise and equip- 
ment manufacturers. Two years of 
time and research went into its prepa- 
ration. It covers points never before 
gathered into one compact manual. 

The Basic Guide for Store Moderni- 
zation may be ordered for $10 only 
from the Store Modernization Insti- 
tute, 20 East 55th Street, New York 
22, N. Y. 
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Obituaries 





Sidney R. Baer 


St. Louis—Sidney R. Baer, vice- 
chairman of the board and treasurer 
of Stix, Baer & Fuller, died unexpect- 
edly August 25, apparently of a heart 
attack. 

Mr. Baer was a director of the As- 
sociated Merchandising Corporation 
and a leader of the National Retail 


Dry Goods Association, which associa- 
tion awarded him a silver plaque last 
January for “outstanding accomplish- 
ments in the field of downtown vitali- 
zation.” During his lifetime he was ac- 
tive in many civic progress campaigns. 
Mr. Baer is survived by his widow; 
two sons, Charles and Sidney Baer, Jr.; 
two grandchildren, his mother and a 
brother Lewis, who lives in France. 





Wayne R. Boyles, Sr. 


Mount Airy, N. C.—Wayne Ronald 
Broyles, Sr., 54, co-owner of the Broyles 
shoe store here, died July 22 in an am- 
bulance en route to the Baptist Hos- 
pital in Winston-Salem. He had suffered 
a heart attack while playing golf at the 
country club golf course near here. 

Mr. Broyles, associated with his 
brother Ralph in the operation of the 
shoe store, was a member of the board 
of directors of the Surry County Loan 
& Trust Company. He was a member of 
the Lions Club, a Mason, and member 
of Surry Shrine Club and First Baptist 
Church. 

He is survived by his widow, the 
former Illa Norman; one son, Ronald 
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daughters, 


Mrs. 


of Mount Airy; 
Lassie Kirkman of 


Route 2, Mount Airy; Mrs. Joe Bea- 
mon, Jr., of High Point, and Jennie 
Lee Broyles. 


Lou H. Pollock 


ASHEVILLE, N. C.—Lou H. Pollock, 
retired shoe merchant, died here. He 
was 69. 

He opened a shoe store here in 1910, 
and in 1920 opened a second store in 
Greenville, S. C. In 1927 he opened a 
third store in West Palm Beach, Fla., 
and the same year purchased the stock 
of Cinderella Slipper Salons, Inc, In 
1929 he adopted “Pollock’s, Inc.,” as his 
business interests name and the same 
year opened stores in Greensboro and 





Raleigh, N. C. 


Later, 


stores 


were 


Winston- 


opened Va.; 


in 


Roanoke. 





Salem, N. C.; Columbia, Spartanburg, 
S. C., and Norfolk, Va. 

He retired from active management 
as president of the firm in 1939. In 
1949 Mount Sinai Jewish Cemetery was 
re-named for him here, Lou Pollock 
Memorial Park. 


In 1911 he originated a Christmas 
narty, which has been continued each 
year, even after his retirement. The 
store was opened Christmas morning, 
and more than 100 needy children were 
given brand new shoes in exchange for 
their old. worn-out pairs. City officials 
usually helped as volunteer fitters. 





Charles Barsh 


PHILADELPHIA—Charles Barsh, owner 
of Barsh and Company, here, died sud- 
denly at the University of Pennsy]l- 
vania Hospital. He was 60. 

Mr. Barsh operated a wholesale shoe 
cancellation business and distributed 
various brands of shoes throughout the 
country. He had been a shoe dealer 
for 40 years. 

He was a paid dues member of sev- 
eral shoe clubs here. 

Surviving are his widow, Rae G.; a 
son, Stanford E; and a daughter, Mrs. 
Shirley Snyder. Mr. Barsh also is sur- 
vived by four sisters. 
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Myer Elson 


ALBANY, N. Y.—Myer Elson, 87, for 
many years a shoe merchant in the 
South End, died in the home of his son, 
Harry Elson of Atlanta, Ga., where 
he had lived for the last 13 years. 

Mr. Elson was a native of Lithuania 
and had lived in Albany 45 years be- 
fore moving to Atlanta. He was a 
member of Congregation Sons of Abra- 
ham, the Hebrew Educational Institute, 
the Zionist Organization of America 
and the Jewish Community Center. 


Albert C. Von Doeren 


St. Lours—Albert C. Von Doeren, 
$4, assistant buyer for the men’s shoe 
department of Famous-Barr Company 
for the past nine years, died at St. 
John’s Hospital of a coronary occlusion. 
Burial was in Bellefontaine Cemetery. 

Mr. Von Doeren, who had been as- 
sociated with Famous-Barr for 20 
years, is survived by his widow, Mrs. 
Ida L. Von Doeren; a daughter, Mrs. 
Alice M. Hensel; a son, Kenneth F. 
Von Doeren of Oxnard, Calif.; and a 
brother, Walter L. Von Doeren. 















Daniel B. Hepinstall 


ALBANY, N. Y.—Daniel B. Hepin- | 
stall, 67, shoe retailer in the Broadway | 
Arcade, here, died recently in St. 


Peter’s Hospital. He lived at 653 Wash- 


ington Avenue, Rensselaer, N. Y. 

Before opening his own business, he 
was employed in the Joseph Feary | 
Shoe Store in Albany. A native of 
Rensselaer, he leaves his widow, the 
former Bessie Folmshee; a_ brother, 
William H. Hepinstall, Rensselaer; a 
sister, Mrs. Daniel J. Donovan, Rich- 
mond Hills, L. I., and several nieces 
and nephews. 


Joseph W. Lambert 

ENpicott, N. Y.—Joseph W. Lam- 
bert, 59, an Endicott-Johnson Corpora- 
tion salesman for the past 33 years, 
died suddenly at his office in Cincinnati. 
Mr. Lambert, a resident of Amberly 
Village, Cincinnati, was in charge of 
the Cincinnati sales territory. 

Funeral services were held in Evans- 
ton, O. Survivors include his widow, 
two daughters and a son. 


Edward J. Costello 


BINGHAMTON, N, Y.—Edward J. 
Costello, 72, retired Endicott-Johnson 
Corporation employment manager, died 
at his home recently. 

Mr. Costello joined E-J in 1921 after 
attending Albany Business College, 
working several years as a bookkeeper 
in Syracuse and as a sanitary in- 
spector for the Borden Milk Company. 
He took over management of the shoe 
firm’s Endicott area employment divi- 
sion in 1941 after several years as a 
shipping foreman, 

He retired last July 1 after 35 vears 
with the firm, He was a member of the 
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Financial News 





Melville Sales and Earnings 
Show Six-Month Increase 


New York—Melville Shoe Corpora- 
tion, in its semi-annual report for the 
six months ended June 30, 1956, shows 
increased sales and earnings, despite 
extremely poor weather conditions dur- 
ing the all-important Easter and early 
spring period. 

Net sales of $58,332,580 for the first 
six months of 1956 resulted in net 








more reasons why you 
profit when you carry 


COSYFOOT too! 


earnings of $2,941,866 equal, after 
preferred dividends, to 94 cents per 
share on 2,790,458 shares of common 
stock outstanding at the end of the 
period. For the first six months of 1955 
the company reported net sales of 
$53,431,157 and net earnings of $2,914,- 
124, or 93 cents per common share, 
based on the same number of shares. 

Ward Melville and Robert C. Erb, 
chairman and president, respectively, 
attributed part of the larger first half 
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volume to increased sales of casual and 
leisure type footwear. 

Using as a criterion the month of 
June, when Melville’s sales increased 
26.7 per cent, Messrs. Melville and Erb 
expressed the opinion that the last six 
months of 1956 will be considerably 
better than the spring season. 

At the end of June the company had 
907 stores in operation, in addition to 
80 signed leases for new stores. Most 
of the new outlets will be combination 
stores in shopping centers and are 
expected to be opened by the end of 
this year. These stores will sell men’s, 
boys’, women’s and girls’ shoes and 
will carry a broad line of hosiery, 
handbags, shoe ornaments and rubber 
footwear. 

In addition to the 90 cents a share 
paid on each common share during the 
first half, stockholders received 10 
cents which was paid on each 1/20th 
of a share of 4 per cent preferred stock 
issued as a stock dividend on December 
1, 1955, on each share of common. 





Record Sales and Earnings 
Reported by Goodyear 


Akron, 0.—The highest sales and 
earnings for any first half-year in the 
history of The Goodyear Tire & Rub- 
ber Company were reported in the 
semi-annual statement issued by P. W. 
Litchfield, chairman of the board, and 
E. J. Thomas, president of the com- 
pany. 

Consolidated net sales increased to 
$683,066,058, compared with $679,672,. 
925 in the first half of 1955. 

Net income set a record for the 
period of $30,655,683, equal to $3.02 
per share on the 10,153,981 shares out- 
standing June 30, 1956. This was an 
increase of 12.4 per cent over the $27,- 
268,497 earned in the corresponding 
period of 1955, equivalent to $2.68 per 
share based on the same number of 
shares. 

Profits of foreign subsidiaries in- 
cluded in consolidated net income 
amounted to $8,372,617, compared with 
$8,662,500 in the first half of 1955. 

Goodyear’s financial statement 
showed working capital of $455,143,636 
on June 30, 1956, compared with $413,- 
095,838 a year ago. The ratio of cur- 
rent assets to current liabilities stood 
at 5.5 to 1 against 5,3 to 1 last year, 





New Store in Florida 


Fr, Prerce, FLA.—-The Davidson Shoe 
Store has been opened at 205 Orange 
Avenue. The store, modernistic 
throughout, air-conditioned and laid 
out in the modern shoe salon style, is 
owned and will be managed by Mrs. 
Bertha Davidson, The shop carries 
seven branded lines of women’s shoes, 
Paradise Kittens, Fiancees, Allures, 
Heydeys, Westport, Caribbean Modes 
and Air-Treds, Handbags will also be 
featured, as will hosiery. 
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First-Step Shoes Equipped 
With Non-Slip Soles 


MATTOON, ILL.—Crawford Shoe Com- 
pany, of Mattoon, who created and 
who made “Gertrude’s Original Baby 
Shoes,” have designed a special shoe 
for the young “walk-about,” known as 





Soles on these first-step shoes do not 
have to be roughened. They combine 
flexible leather and crepe rubber. 


Gertrude’s 666, It has soft white leath- 
er uppers and the important feature is 
the combination flexible leather and 
non-slip crepe rubber soles. Rubber 
does not touch the feet. These shoes 
have been recently released to baby 
goods and department stores for sale 
to their customers at $4.98 per pair. 
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BRITISH WALKERS 


MADE IN. 


J, P. SMITH SHOE CO. 
Chicago 22, Illinois 


New Work Shoe Rubber 
Resistant to Chemicals 





The new molded overshoes, introduced 
by Tingley, resist chemicals and have 
high tops to protect against splashes. 


Rauwway, N. J.—Tingley Rubber 
Corporation, of Rahway, has_intro- 
duced a new molded overshoe made of 
Du Pont Neoprene, especially designed 
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for use over heavy work shoes worn in 
an environment where they come in 
contact with grease, oil, acids, solvents 
and other chemicals, as well as for or- 
dinary wet weather wear. 


They have an extra-high top for 
added protection against splashes; are 
sturdily made and able to take abuse. 
Yet they are extremely light, weighing 
only eight ounces per shoe in the me- 
dium size. Actually, they come in four 
sizes which stretch to fit any work shoe 
size from 6 to 13. 

Colors available are black, safety yel- 
low, or black with a yellow strip 
molded in the toe for positive identifi- 
cation. Soles are finished in a special 
diamond grid pattern to reduce slip- 
ping. 


Opens in New Shopping Center 

CHESHIRE, CONN.—The Arrick Shoe 
Store was the first to open in Cheshire’s 
new shopping center on Main Street. 
Owner of the store is William Arrick, 
who has operated a store of the same 
name in New Haven for many years. 


Nationally advertised merchandise is 
carried. 

The interior is finished in paneled 
walnut. Lighting is furnished by flu- 


orescent fixtures suspended from the 
ceiling and by perimeter fixtures high 
on the walls. 
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#2112-0 GLITTER; 
bik. velvet, 
gold sparkle. 


$2.90 








Sizes M-4-10, N-5-10; for other colors, terms, styles, write: 


Nite-Aires 


LEISURE LOVELIES 
SULLIVAN, MO. 


111 Mt, Pleasant Ave. London, Ont. 








SHOES OF THE 


FUTURE 





ED RICKMAN 
Owner 
FOOT-SO-PORT SHOE STORE 
Saginaw, Michigan 


Mr. Rickman began his career sell- 
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Suggests Industry Poll 


| On Early Clearances 


ing shoes in a Wisconsin Rapids, | 


Wisconsin store and has been a | 


member of the Foot-so-Port family 
for some twenty years. He moved 


to Saginaw in January, 1945 as | 


operator of the Foot-so-Port store 
there and in September, 1947 be- 
came the owner. 





Mr. Rickman says, “My connec- | 
tion as an operator came through | 
an ad in the Boot & Shoe Recorder | 


.++ LT have been very happy selling | 


Foot-so-Port shoes and a very im- | 
portant thing ...1 made money... | 
I know of no other line of shoes | 


that could consistently do that for 
me... my business has increased 
and thereby ... my income every 
year... I can certainly recommend 
to any man... to get hold of a 
Foot-so-Port Franchise. If he fol- 
lows through with .. . the advice 


and promotional ideas the Com- | 


pany furnishes, he won'tgo wrong.” 
x * 


If you are interested in joining the 
Foot-so-Port organization, write for 
your free copy of “The Inside Story 
of Foot-so-Port Shoes” and full de- 
tails concerning an agency in your 
city, There are fre- 
quent opportuni- 
ties for managerial 
positions among 
dealers who own 
and operate sev- 
eral Foot-so-Port } 
Stores. 


FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Editor, Boor anpD Suoe Recorper: 
This letter is in response to your 


“Editorial Outlook” in the Recorper of | 


August 1, 1956. 


I do believe you when you say every- | 


one talks about early summer clear- 
ances, but no one does anything about 
it. In this instance you are the logical 
one to try and start doing something 
about it, 

On Long Island, as well as in Illinois, 
the sales at full mark up are very much 
hurt the latter part of June, as the 
customers wait for the summer clear- 
ances, Many of them start asking 
when the sales start. 

You mention August 1 as the time 
to start summer clearances, That I be- 
lieve is going from one extreme to the 
other. Why can’t we all settle for say 
around the 20th of July, which will give 
the retailers the extra two and one- 
half weeks of selling at the regular 
mark up. Of course, we all know it wil 


hurt pairage, but the extra selling time | 


at full mark up will more than offset 
the units lost. 

I would recommend that in one of 
your future issues, you use some space 
for a questionnaire to poll the industry. 

For example, would you go along 
with most retailers, not to put on a 
summer clearance before? July 15, 
July 20, July 256, Aug. 1 (check one). 

Would you rather have the summer 
clearance start around the first few 
days of July? (check). 

Most of your subscribers will no 
doubt take the time to reply, as it is to 
their interest, 

After the results of the survey are 
evaluated, you will then know if it is 
worth the time and trouble to follow 
this through to be ready for 1957, The 
survey will also show the time desired 
by most of the industry. 

Another recommendation would be 
for some advertising men to come up 
with some idea of educating the public 
that the industry will not hold summer 
clearances before a given date. Maybe 
a uniform card in most retail stores 
to be put up around Easter time, 

I have seen ads for winter coats 
priced at say $79.50; after Sept, 15 
this coat costs $100, We can let the 
public know in our ads that clearance 
sales will not be held before a given 
date, 

Max Hagler 
Richard Yorke 
Riverhead, N,. Y. 
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Fitting.... 


The Modern Fluoroscopic 
X-RAY SHOE FITTER 


— enables you to serve more 
customers per day 


— convinces your customers 
that the shoes you sell them 
are correctly fitted, 


Ask your Simplex X-Ray 
representative, or write — 


X-RAY SHOE FITTER CORP. 


3533 N. Palmer $t., Milwaukee 1, Wis, 
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Canadian Representatives: 
BOISVERT AND JANELLE CO., LTD, 
6405 $1, Lawrence Bivd,, Montreal 16, Quebec 


7. J, MACKINNON 
211 Mitchell-Copp, Bidg, 
334 Portage Ave., Winnipeg, Manitoba 
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Contract Signed for New General Shoe Plant 





Negotiations Near Final Stage for Fulton, Miss., Site of Factory Which, 
at Peak, Will Employ from 300 to 400, Making Women’s Shoes 


NASHVILLE, TENN.— General Shoe 
Corporation has been negotiating with 
officials of Itawamba County and the 
town of Fulton, Miss., for the location 
of a modern shoe manufacturing build- 
ing of approximately 50,000 square feet 
to be erected in Fulton, 

The contract between Districts 1, 3, 
4 and 5 of Itawamba County and Nel- 
son Carmichael, vice-president of the 
corporation, has already been signed. 
Final papers are being prepared for 
consideration by all parties. According 
to Mr. Carmichael and Owen Spear- 
man, president of the board of super- 
visors of Itawamba County, the trans- 
action has progressed so far and so sat- 
isfactorily that only legal formalities 
require final clearance. 

Negotiations on the contract took 
place in Fulton, Miss., in August be- 
tween General Shoe Corporation offi- 
cials, officials of the Agricultural and 
Industrial Board of the State of Mis- 
sissippi, the board of supervisors of 
Itawamba County and the mayor and 
alderman of the town of Fulton. 

Henry Maddox, newly appointed di- 
rector of Mississippi's Agricultural and 
Industrial Board, indicated that the ap- 
proval of the pending contract between 
the county and the corporation would 
receive immediate approval by his 
board, 

The last of the steps leading toward 
the construction of the 50,000 square 
foot plant in Fulton would be a local 
bond election in which all voters in the 


four cooperating districts would be 
asked to authorize the issuance of 
bonds not exceeding $425,000 with 


which funds the plant would be built, 
The contract terma, as signed between 
the districts and General Shoe Corpo 
ration, provide for repayment of the 
entire principal and interest on the 
bonds by General Shoe, The election 
date on the bond election will be set by 
the Itawamba County board of super- 
visors following contract approval by 
the Agricultural and Industrial Board, 

Speaking for the A & I board, Mr, 
Maddox stated that investigation had 
been made of General Shoe Corporation 
and that the firm had passed muster, 
“We investigated them in regard to 
their Tuka plant,” Mr, Maddox said, 
“and found that they more than met 
all of the requirementa both financially 
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and morally to be accepted as a part 
of our BAWI plan.” 

Nelson Carmichael, vice-president of 
General Shoe, told a group of commu- 
nity officials and business men that his 
corporation was interested in operating 
a plant in Fulton to employ from 800 
to 400 men and women at peak opera 
tion. The Fulton plant would make 
women’s shoes, and would be General 
Shoe’s third plant in the state of Mis- 
sissippi, the other two located at Ripley 
and at Iuka, 

General Shoe Corporation’s financial 
statement for 1955 operation showed a 
net worth of $48,097,524, At the close 
of the 1955 business year, total assets 
and liabilities were $71,388,454. The 
corporation made approximately 20 
million pairs in 1955, with increased 
production planned for 1956, 


Robert H. Weil Joins Staff 
Of M. K. Weil Shoe Co, 


St, Lours— Robert H. Weil has 
joined the executive staff of the M. K, 
Weil Shoe Company, here, As assis- 
tant sales manager he will work with 
Paul 8S, Sigan, who directa the com- 
pany’s sales activities, 





ROBERT H. WEIL 
Mr, Weil, who is the son of M, K, 


Weil, president of this well-known 
wholesale shoe house, will travel exten- 
sively and, among other things, will 
cover various shoe shows, He gradu- 
ated from Amherst College laat June 
with a B.A, degree, having majored in 
business management, He ia the third 
generation of the Weil family to be en- 
aged in the shoe business, 


Adopts Pension Plan 
For Shoe Salesmen 


St. Lours—A non-contributory pen- 
sion plan for shoe salesmen, believed to 
be the first of its kind in the industry, 
has been introduced by International 
Shoe Company. The program, effective 
April 1, 1956,.was made public by 
James Lee Johnson, vice-president in 
charge of industrial and public rela- 
tions. The cost, an estimated $180,000 
per year, will be paid entirely by In- 
ternational Shoe Company. 

International salesmen learned of the 
plan when it was announced by Henry 
H. Rand, president, at a sales meeting 
last spring. All salesmen under 55 
years of age on April 1, 1956, will be 
eligible to retire at age 65 with retire- 
ment benefits equal to $4 per month for 
each full year of service in excess of 
one year, which is an eligibility re- 
quirement. However, if the length of 
service at retirement is less than 15 
years there will be a modification in 
the amount, 

To be eligible for a retirement pay- 
ment, there must be a minimum of 10 
years of service with International. 
Salesmen who were 55 or over on the 
effective date are expected to receive 
a monthly payment of between $50 and 
$100, depending upon the individual's 
length of service upon retirement at 
age 65 or later, 

International salesmen are normally 
permitted to continue beyond age 65 at 
the discretion of the branch general 
managers, although they will have the 
right to retire, if they so desire, at age 
65, Benefits will not be increased, how- 
ever, as a result of employment after 
age 65, 

Under the plan, all benefits will con- 
tinue from the time of retirement until 
death and will be in addition to Social 
Security and other payments to which 
the employee may be entitled, The com. 
pany reserves the right to discontinue 
payments if the retired former em- 
ployee accepta employment with a com- 
petitive firm, Early retirement may be 
arranged on a reduced basia if the 
aaleaman should become incapacitated 
within 10 yeara prior to normal retire- 
ment date, 

More than 500 saleamen are expected 
to be affected by the provisiona of the 
plan, which constitutes a fringe benefit 
supplementing the saleaman'a commise 
siona, Since a saleaman ordinarily pro- 
videa for his own retirement from 
commission basis compensation, the re- 
tirement plan adopted by International 
is an innovation, 


Selby Adds Ripple Soles 

PorramoutH, O,— The Selby Shoe 
Company announced the addition of 
Ripple Shoes to its best-selling pattern, 
the Scout on style #G3054, 
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Acme Boot Wins National Ad Competition 





Admiring the recently-won premier award for national newspaper campaigns in 

@ competition of the National Advertising Agency Network are, left to right, 

Tom Duffy, advertising director for Acme Boot Company, Clarksville, Tenn.; Marvin 

5. Conn, Acme vice-president and general sales manager and George W. Doyne, 
Doyne Advertising Agency, Nashville, 


Sv. Louis——The 1956 advertising pro- 
gram of Acme Boot Company, Clarks- 
ville, Tenn,, has received the premier 
award for national newspaper cam- 
paigns in a competition of the National 
Advertising Agency Network. Judging 
was held recently at Oyster Harbors 
Club, Maas. 

Nearly 500 exhibits in various classi- 
fications were submitted from the 
United States, Canada and Hawaii. 
Heading the 17-man judging team was 
William A. Hart, former advertising 
director of DuPont and currently head 
of the American Research Bureau, 

Acme Boot Company used newspaper 


advertisements in 26 specially selected 
teat towns in 1955, A careful check was 
made on merchandising cooperation 
and tie-in advertising by Acme dealers, 
According to Acme officials, the resulta 
of this campaign were so highly suc- 
ceasful that Aeme Cowboy Boot adver- 
tising will appear this fall in more 
than 400 newspapers, as well as in na- 
tional magazines, 

Advertising director for Acme is 
Tom Duffy. Marvin 8S, Conn is vice- 
president and general sales manager, 
The Doyne Advertising Agency, Nash- 
ville, handles the account, 





St. Louis Newsman Joins 
International’s Publicity Staff 


St. Louis—Herbert H. Waeckerle, a 
former St, Louis Globe-Democrat re- 
porter and feature writer, has joined 
the public relations department of In- 
ternational Shoe Company, James Lee 
Johnson, vice-president in charge of 
industrial and public relations, an- 
nounced recently, 

A graduate of the University of 
Missouri School of Journalism, Mr. 
Waeckerle had been on the staff of the 
newspaper for the past seven years, in- 
eluding more than two years as a Sun- 
day magazine feature writer, three 
years as a local news reporter and 
about one year as an editor of one of 
the newspaper's three suburban edi- 
tions, 

In 1962 Mr, Waeckerle won an annual 
award by the Missouri Writers’ Guild, 
of which he is a member, for a feature 
story on the salaries of St, Louis public 
school teachers as compared with those 
of teachers in other large cities, 








Shoe Design Class Subject 
Of Magazine Feature Article 


St, Lovuis—Washington University's 
unique class in shoe design was given 
a special write-up in the August issue 
of Seventeen magazine. Termed a 
“springboard to a specialized career,” 
the feature article describes how the 
shoe design class was started 10 years 
ago to help stress the importance of 
coordinating shoes with other apparel. 

These shoe design classes are spon- 
sored by the St. Louis Shoe Manufac- 
turers Association, which contributes 
leather and other shoemaking supplies, 
provides speakers from the fashion field 
and holds regular contests for beat shoe 
creations, 

Students taking the course, a re- 
quired one for third and fourth year 
dress design students in Washington 
University’s School of Design, prepare 
their own designs and actually make 
pullovers on dummy lasts. Two of the 
designs of student Merian Thiele were 
bought last year for production, 





Shoe Corporation, Canada, 
Coordinating Operations 


TORONTO—There is a new name in 
the Canadian footwear and plastics in- 
dustries, It is the Shoe Corporation of 
Canada Limited, now the company 
coordinating the operation of Hewetson 
Shoes Ltd., Brampton; Fern Shoe Com- 
pany Ltd., Penetang, and Midland 
Footwear Manufacturing Ltd. and Mid- 
land Industries Limited of Midland, 
Ontario. 

Newly named vice-presidents of the 
Shoe Corporation of Canada are E, L. 
Vokes, who continues to head the long 
established Hewetson firm; Jerry Za- 
bransky, who for some years has been 
in charge of manufacturing operations 
in the Penetang and Midland plants, 
and W. H. Cranaton, who will be re- 
sponsible for both sales and produc- 
tion coordination of the various divi- 
sions. Mr. Cranston, well-known Cana- 
dian newspaper publisher, has been for 
some time associated with Midland and 
Penetang footwear and plastics fac- 
tories and, during World War IT, as 
an Ottawa official of the Wartime 
Prices and Trade Board, was concerned 
with footwear production export and 
import controls, 

President of the Shoe Corporation 
of Canada Limited is Herbert C. Lee 
of Boston, vice-president of the Shoe 
Corvoration of America, 

Manager of all in-stock footwear 
sales is Harold Dawson, vice-president 
of Hewetaon Shoes, while Jim Knott, 
until this spring with Daoust-Lalonde, 
now heads the make-up footwear sales 
division of the three companies, Paul 
Freund of the central sales office, To- 
ronto, is assistant to Mr. Cranaton. 

There are no other changes in the 
sales ataff which services more than 
1,400 shoe accounts across Canada, 
Sidney Caplan, who recently disposed 
of his interesta in the Midland and 
Penetang factories, is no longer asso- 
ciated with the company, 

Executive vice-president of Midland 
Industries Limited is Archie Hyatt. 

John Cooper, executive vice-president 
of Hewetson, heads manufacturing op 
erations at Brampton, Manager of 
Midland Footwear Manufacturing Ltd. 
is Walter Zapletal; of Fern Shoe Com- 
pany Ltd, John Svoboda, 


Federal Leather Co. Now 
Division of Textron 


New Yorn — Textron, Inc,, it was 
announced by Royal Little, chairman 
of the board, has acquired control of 
the Federal Leather Company of Belle- 
ville, N. J., which will be operated as 
a Textron division with Louis M. Plan 
soen, Federal president, as head, 

Federal Leather was established in 
1919 as a tannery but thia activity was 
discontinued in 1928 since which the 
company has engaged in the manufac. 
ture of coated fabrica, some of which 
are used in shoes and handbags, 
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Made to specifications of 
official drill teams and 
bands. Top quality — made 
on boot lasts. 

5120—Sizes 5/28... $3.90 
BIZI—Sizes 8!/2-12. $4.10 
§222—Sizes 12'/.-3. $4.35 
*6523—Sizes 4-9 $5.60 


*Littleway Construction 


Graton & Knight Ownership 
Assumed by Aetna 


Worcester, Mass, An agreement 
has been reached between the Graton 
& Knight Company of Worceater and 
the Aetna Industrial Corporation of 
New York to transfer the major assets 
of Graton & Knight, not including ita 
subsidiary, International Packingsa Cor- 
poration of Bristol, N, H,, to Aetna for 
an unannounced sum, subject to satock- 
holders’ approval, 

Under the terma of the agreement, 
the Worcester plant and all ite affill 
ates, except International Packing 
Corporation, will be operated as part 
of the Aetna organization, but will eon 
tinue to uae the Graton & Knight name 
to merchandise ita products, 

The present corporation will change 
its name and a new corporation will be 
formed known aa Graton & Knight 
Company, Ine, to continue operations 
as heretofore, 

Principals in this change of owner- 
ship were David 8, Williams, president 
of Graton & Knight Company, and 
Walter W, Welamann, chairman of the 
board of Aetna Induatrial Corporation, 

Mr, Williama will continue as preal 
dent of International Packings Corpo 
ration and will direct operations at 
Graton & Knight until the new man- 
agement names a new general man. 
aver, Both companies will be eom 
pletely independent of each other, 
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Steckler Selling Pied Pipers 
In Eastern Territory 


WaAuBsAU, Wis.—Jack B, Steckler has 
been named eastern regional sales rep- 
resentative by the Pied Piper Shoe 
Company of Wausau, manufacturer of 
children’s shoes, according to William 
W. Kina, vice-president of the firm, 





JACK B, STECKLER 


Mr, Steckler was formerly sales rep. 
resentative for J, Edwarda & Company 
of Philadelphia, traveling in the New 
York metropolitan area, Prior to that 
he owned and operated two family shoe 
atorea, one in Passaic, N. J., and the 
other in Hackenaack, N. J, 

Mr, Steckler will be headquartered at 
118 Fairmount Avenue, Clifton, Ny J, 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


| Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Melp You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil* 
Saint Louis 3, Mo 
New York 


International Shoe Factory 
Gets Safety Plaque Award 


St, Lours-—International Shoe Com 
pany’sa plant at Russellville, Ark, has 


been awarded a plaque by Liberty 
Mutual Inaurance Company for a 
aafety record eatablished during the 


past three yeara, 

From July 9, 1958, to April 26, 1956, 
the plant chalked up 2,550,880 man 
hours of work without a loat-time acei 
dent. Officiala of the insurance firm 
term thia record one of the moat out 
standing safety achievementa of any 
plant in the United States 

R, BE, King, general superintendent 
of International’a juvenile division, and 
H, L, Clover of the company’a indus 
trial relationa department went to 
Russellville where, together with L. J 
Cartwright, manager of the plant, they 
accepted the plaque award, 


Canadian Company Making 
Boudoirs Under License 


Sv, Loutm—Nite-Airea, Ltd, of Lon 
don, Ontario, Canada, ia currently pro 
ducing Nite-Airea, women’a boudol: 
alippers, The new company waa formed 
as a division of the Foreat City Knit 
ting Company, Earl Lyona ia president, 
Manufacture of the alippera has been 
under license in Canada aince laat 
March, The present daily produetion 
of 400 paiva ia expected to reach 640 
paiva in the near future, 
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Nectow Made Sales Head of Four Companies 


Boston — Ted Poland, president of 
Sudbury Footwear, Inc., announced the 
appointment of Harold Nectow as vice- 
president in charge of sales for Sud- 
bury Footwear, Inc., Boston; Livermore 
Shoe Co., Livermore Falls, Maine; 
Breed Sandal Co., Inc.; Lynn, Mass., 
and Farmington Shoe Co., Farmington, 
Maine. 

Mr. Nectow has been in the shoe bus- 
iness for only six years, since he started 
with Mr. Poland, and has done a re- 
markable job in handling the sales of 
approximately 25,000 pairs of shoes a 
day. 

Mr. Poland also announced the ap- 
pointment of Thomas George as vice- 
president in charge of shoe manufac- 
turing for the same four companies. 

Mr. George has been with the com- 
pany for eight years, except for a short 
interlude of six months, and has ap- 
proximately twenty years’ experience 
in all phases of the shoe business. 

The Farmington Shoe Company, at 
Farmington, Me., is in a newly-opened 
factory under the direct supervision of 
Abe Tetenman and John Kosian, Mr. 
Poland’s partners. 

The modern, one-story building, cov- 
ering an area of 45,000 square feet, 
was erected by the Farmington Devel- 
opment Company, on land donated by 

D. Hall, Jr., and Mrs. Esther Hall 
Merrow, in a cooperative effort to bring 
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25th Anniversary 





HAROLD NECTOW 


this new industry to Farmington, In 
its new streamlined plant, Farmington 
Shoe will make women’s $4.00 and $5.00 
shoes, 12/8 to 15/8 heels, with a 
planned production of about 9,000 pairs 
a day, and expects eventually to em- 
ploy from 350 to 400 people. 

The official opening of the Farming- 
ton Shoe Company took place on Aug- 
ust 18, and leaders in the shoe and 
leather industry were invited to attend, 
as well as Governor Muskie, State Sen- 
ator Benjamin Butler, and many other 
notables of the state and the Farm 
ington area. Mr. Poland spoke a few 
words of welcome, and expressed his 





appreciation to the townspeople of 
Farmington for their enthusiastic co- 
operation. 

Prior to the official opening, the 
plant had been operating on a partial 
basis, now making 2,000 pairs of shoes 
a day and employing 175 people. 


Railway Express. Asks 15 Pet 
Rise on Eastern Shipments 


WASHINGTON, D, C The cost of 
Shipping footwear by railway express 
in the east will rise by 15 per cent, if 
an application now penditg here 
before the interstate commerce com- 
mission is approved, 

Railway express is asking the ICC 
to authorize a 15 per cent surcharge on 
all less-than-carload (1.c.1.) shipments 
originating and terminating within the 
territory served by the eastern rail 
roads. The ICC defines “eastern ter- 
ritory” generally as that area east of 
the Mississippi and north of the Ohio 
Rivers. 

Railway express says the increase is 
necessary to offset heavy losses in 
curred in handling express shipments 
in the east. Beginning in 1954, the 
agency says, an extensive improvement 
program was begun, involving large 
outlays. Had this streamlining and 
modernization program not been put 
into effect, the current deficit would 
be much greater than it is, it is stated. 
The modernization program is sched- 
uled to extend over the next four years, 
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LARGEST SHOE CHAINS 


EXPANDING IN THE SOUTHERN AREA 
HAS OPENINGS FOR DISTRICT MANAGERS 


Applicants should have shoe back- 
ground and complete knowledge of the 
South. All anewers will be held strictly 
confidential, 
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Sylvie Hamilton to Promote “Pedigree nis. Leather 


Rockrorp, Micu.—‘“This little pig 
went to market,’ was flayed with a 
brand new kind of machine; and came 
out as “Pedigree Pigskin.” This is not 
a new twist to the old nursery rhyme. 
Rather, it is the introduction of a new 
leather, made possible by the develop- 
ment of a new machine-flaying proce- 
dure on a mass production basis. 

Six years of intense development and 
the expenditure of a million dollars 
went into the program to produce this 
new machine that takes 3000 square 
feet of pig sides per hour, per machine, 
as against 20 to 40 square feet pre- 
viously taken off by hand. The ma- 
chine is the Wolverine Hog-Side Skin- 
ning Machine, patented by the Wol- 
verine Shoe and Tanning Corporation 
of Rockford. The leather is produced 
by the Haus of Krause, a subsidiary 
of Wolverine, 

Sylvie Hamilton, fashion and mer- 
chandise consultant, has been retained 
by the Haus of Krause as director of 
promotion and fashion. During the 
recent Leather Show, Miss Hamilton 
discussed the advantages of this new 
method of take off and pointed out that 
“Pedigree Pigskin” successfully dupli- 
cates: the finishes of other fashion 
leathers and is available for use in 
volume lines, 

The Haus of Krause has completed 
a twelve-minute TV film, “In Step with 
Casual Living,” which they have made 


FOOT APPLIANCE SALES UP % 
WITH SMALLER INVENTORY in 


Cuboid Stabilizer Does : 
47°/, More Business With week's 
Smaller Dealer Investment 





This year, sales of Cuboid Stabilizers have ex. | 
ceeded last year by 47% —and this sales gain has been | 
made by shoe stores carrying only 28 sizes in stock. 

Some foot comfort appliance lines require a large 
assortment in so-called styles and sizes 
handling Stabilizers average only $60 in inventory, So 
fast do these sizes turn over that all Stabilizer sales are 





SYLVIE HAMILTON 


available to television stations through 
out the country. It is estimated that 
approximately 80,000,000 people will 
see this movie and thereby get a better 
understanding of leather tanning proc- 
esses, and the place of leather, specifi- 
cally “Pedigree Pigskin,” in today’s 
modern, casual living. 


USMC Executive Named 


On Board of Education 


BINGHAMTON, N. Y.—John H, Corbin, 
top area executive of the United Shoe 
Machinery Corp., has been appointed to 
a vacant seat on the Johnson City 
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1 As MaineAires go 
So goes the nation 


SUBURBIA” 


Board of Education, it was reported. 

Mr. Corbin, a native of Johnson City, 
has been associated with the shoe 
machinery firm for 88 years, and is 
manager of the USMC Johnson City 
district, which covers most of upstate 
New York and Eastern Pennsylvania, 


New Bonne Terre Firm 
Buys Sons Shoe Company 


St. Lours—A new firm, the Bonne 
Terre Shoe Company, has recently 
bought out the Sons Shoe Company of 
Bonne Terre, Mo, Although the new 
company will be directly under the 
management of Viner Brothers, Inc., 
Bangor, Me. and Frolic Footwear, 
Inc., Jonesboro, Ark., the Bonne Terre 
Shoe Company is not a division of 
either of the managerial concerns, 

Bonne Terre Shoe Company will 
manufacture sliplast shoes of the type 
formerly produced by Sons Shoe Com- 
pany. The footwear will be handled 
and sold by the sales staff of Viner 
Brothers, Inc., under Viner’s brand 
name of “Whisper Step.” 

Officers of Bonne Terre Shoe Com 
pany will be—president, Harry W. 
Alberstein, president of Frolic Foot- 
wear, Inc.; vice-presidents, Richard E, 
Hasey and Leo Viner of Viner Broth 
ers, Inc.; and secretary - treasurer, 
Harry Schimmel, Frolic Footwear, Ine. 
Mr, Alberstein will handle production, 
while distribution will be under the 
direction of Mr, Hasey. 
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a Offer” with sale guaranteed, to The Stabilizer 
Co., Hise Clinie Bldg., 740 South Flower St, Loa An- 


geles 17, California. 
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BVERV PAIR WITH NEOLITE SOLES 
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Cleveland Banker Elected 
Director of Goodyear 


Akron, O.—Election of John C. Vir- 
den, chairman of the board of directors 
of the Federal Reserve Bank of Cleve- 
land and board chairman of the John 
C. Virden Company, as a director of 





JOHN C. VIRDEN 


The Goodyear Tire & Rubber Com- 
pany was announced by Edwin J. 
Thomas, president. 

Among the other directorships held 
by Mr. Virden are Cleveland Electric 
Illuminating Company, Diamond Alkali 


Company, Eaton Manufacturing Com- 
pany, Interlake Iron Corporation and 
the Youngstown Steel Door Company. 

President of the Cleveland Develop- 
ment Foundation, he is also a member 
of the Export-Import Bank of Wash- 
ington, D. C., advisory committee and, 
since 1947, has been a member of the 
Business Advisory Council of the De- 
partment of Commerce. He is also 
president of the board of trustees of 
Cleveland University Hospitals. 

Serving as regional director of the 
War Production Board from 1942 to 
1945, he was from 1945 to 1946 central 
field commissioner for Europe in the 
Office of Foreign Liquidation commis- 
sioner. 


Minnigerode New Ad Manager 
Of International Division 


St. Lovis—Gene W. Minnigerode has 
been named advertising manager of 
the Merchants Service Division of In- 
ternational Shoe Company, according 
to a recent announcement from W. N. 
May, director of the division. 

With more than 15 years of experi- 
ence in shoe promotions and advertis- 
ing at both the retail and national 
levels, Mr. Minnigerode is the former 
art director and production manager 
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of Roman Advertising Company. At 
one time he was account executive for 
Maurice Lionel Hirsch Advertising 
Company. In both agencies he spe- 
cialized in shoe advertising and sales 
promotion. He recently was assistant 
director of advertising for Magic Chef, 
Inc. 





GENE W. MINNIGERODE 


As advertising manager, Mr. Minni- 
gerode will direct the Merchants Ser- 
vice advertising program for the divi- 
sion’s 1200 accounts. He will make his 
headquarters at 704 N. 12th Street, 
St. Louis. 
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SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices. Litfleway stitched 
Men's: Black or Smoke, 
Sizes 6-12, $3.90 


Women's: 


Red or Smoke 
Sizes 4-9, $3.60 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


7950 
series 


9” Retail Fair Traded 





~~ YRO 





HUSSCO SHOE CO., 47 West 34th Street, New 
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York 1 © Factories: Honesdale, Pa. 





In Canada: Canada West Shoe Co., Winnipeg 
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Clark to Sell Winthrop Line 
In California and Nevada 


St. Lours—Clyde E. Clark of Win- 
throp Division, International Shoe 
Company, has been assigned the states 
formerly traveled by Harvey W. Conn, 
veteran International salesman who 





CLYDE £. CLARK 


passed away July 22. Announcement 
was made by Jack Kenney, general 
manager of the division, The territory 
includes California and Nevada. 

Mr. Clark has been associated with 
International for many years, and with 
Winthrop division for the past 15 
years, most recently covering the 
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mountain states, Nebraska and two 
towns in Iowa. Previous to his Win- 
throp connection, Mr. Clark carried 
lines for Peters division. 

Presently residing in Denver, Mr. 


Clark is scheduled to move his head- 
quarters to the new area in the near 
future. 


Westport Division Showing 
New Resort Wear Shoes 


St. Louis—Brown Shoe Company’s 
Westport division has come out with 
two new resort wear shoes, according 
to recent announcement by T. F. 
Schroth, sales manager for Westport. 
Named the Samoa and the Bali, both 
shoes feature Westport’s new Trade- 
wind Straw, a hat-type straw used in 
both the upper and the wedge. 

The Samoa and the Bali are on 16/8 
heels, are colorfully lined, and hav« 
matching sock linings. 


New Man to Sell Peters Line 
In Eastern Territory 


Str, Lours—Peters division of Inter- 
national Shoe Company has appointed 
Martin Stein as sales representative 
for men's and boys’ shoes in Massachu- 
setts, Connecticut, New Jersey and the 
eastern part of New York state, The 





appointment, announced by Henry 
Kuxhausen, men’s and boys’ sales man- 
ager for the southeast division of 
Peters, was made to replace Bruce 
Dawson, who resigned. 

Prior to joining Peters, Mr. Stein 
traveled New York and New Jersey for 
10 years, representing the Charles A. 





MARTIN STEIN 


Eaton Company. A _ native of New 
York city, he majored in business ad- 
ministration at St. John’s University. 

Mr, Stein, who began his first trip 
into his territory in early September, 
is making his headquarters in Room 
1021 of the Marbridge Building in New 
York city. 
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COOL Summer Proposition 
Bricconés Italian Style Casuals 


BE ready for your biggest casual selling season when 
American men go out-of-doors thie Summer, Your ous 
tomera will be looking for Briecones gay, carefree casuals 
with wonderful fitting qualities, They come in rich amooth 
leather and embossed woven effecta and feature Lion's 
famous sales making Mold-Crepe sole, Watch them walk 
out at their low price ticket. There are other Lion sandals 
for men, women, and children, all profitable retailera 
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QUICKLY 


without danger of falling from ladder or stool, 
LONG ARMS handle the boxes full or empty. 
LONG ARMS are in daily use in small and 
large stores, in large chains and department 
stores from coast to coast. Order your supply 
today. Satisfaction guaranteed. Handle lenoths 
24” to 60”, $3.50. Parcel post prepaid in USA. 
Specify handle lengths desired and if for men’s 
or women’s boxes 
Your jobber of CARL BEEMAN 

Cedar Heights Road Stamford, Conn 
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H. Jacob & Sons Appoints 
Administrative Assistant 

Hanover, Pa.—Frank J. Schell, Jr. 
has joined the H. Jacob & Sons, Inc., 
here, as administrative assistant, it was 
announced by Mr. Harold O. Toor, 
| president of the company. 











FRANK J. SCHELL, JR. 


Mr. Schell formerly was director of 
field operations for Friendly Franchise, 
shoe store division of General Shoe Cor- 
poration, and was associated with that 
concern for five years. Prior to that 
time, he was with the Florsheim Shoe 
Company for five years. During World 
War II, Mr. Schell served as a naval 
aviator with the rank of lieutenant. 
Mr. Schell’s appointment is in line 
with the proposed expansion of the 
Toor factories. 





City College Offers Courses 
In Leather and Shoes 


New York—Special courses in Leath- 
er and Shoes, and Retail Salesamanship 
will be offered for the shoe store man- 
ager, salesman and shoe buyer, at City 
College’s Baruch School this fall. 

Leather and Shoes is an intensive 
course intended to develop skill in iden- 
tifying leathers and determining their 
quality and uses, It deals with sources 
of leather, its preparation and finish- 
ing processes. Also studied are the 
fundamentals of shoe construction and 
shoe last design. Classes will be held 
on Monday evenings from 8:10 to 9:50, 

The class in Retail Salesmanship will 
provide training in effective sales tech 
niques, analyzing customer needs and 
buying motives, recommending proper 
footwear, aiding the customer to reach 
buying decision, and handling difficult 
situations. This class will meet on 
Monday evenings from 6:20 to 8:00, 

Mail registration is permitted for 
both courses, Complete enrollment in- 
formation and application forms for 
registration by mail may be obtained 
by contacting the Evening Session Of 
fice, Room 6, The City College Baruch 
School, 17 Lexington Avenue, New 
York. 


| 
| 
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SLIPPERS 










Feature this popular 
HUBER EMBASSY as the 
ideal Christmas gift 
for men. Soft kid uppers, fully 
leether lined, leather soles... . 
to retail profitably at $5. 
Order now for October or November delivery! 

Burgundy with Tan, Black, or Blue 

Sizes 6-12. Minimum order 12 pair 

Write for Catalog and Price List 

HUBER stirrer co., aviston, iu. 





SHOWER SHOES 








MEN'S, LADIES’, BOYS’, SHOWER 
CLOGS 


POPULAR PRICED 






nll 
STAPLE YEAR ‘ROUND SELLER 
SEND FOR CATALOG OR JOBBER'S NAME 


WOODSCO, Ine. “giyyer 














ORTHOPEDIC FOOTWEAR 





PRONATOR SHOES® 


—for club feet— 

. « prescribed by doctors 
as a supplement to caste in 
mild cases of talipes. 

Made and distributed only byt 


Maurice J. Markell Shoe Co., inc. 


332 South Broadw . Yonkers, N. Y,. 


TARSO 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








BOX 977 


MAINE NO. & SO, CAROLINA MISSISSIPPI 
CONNECTICUT GEORGI LOUISIANA 
UPSTATE NEW YORK TENNESSEE TEXAS 
OHIO KENTUCKY KANSAS 
WESTERN PENNA. ALABAMA MISSOURI 


ROYAL CADET FOOTWEAR 


Want experienced salesmen who know and are known in their territory, to carry its Nationally Advertised Line of IN STOCK 
Youths’, boys' and young men's Genuine Goodyear Welt Shoes retailing from $5.95 to $7.95, in following States: 


IOWA 

NO. & SO, DAKOTA 
ROCKY MT. STATES 
OREGON 
WASHINGTON 


Spring Line out October Ist. Write details first letter, in confidence. No objection to non-competitive side line. 


SALES MANAGER, Royal Cadet Footwear 


LOWELL, MASSACHUSETTS 











EXPANSION OF THE SALES ORGANIZATION CREATES 
OPENINGS FOR EXPERIENCED ROADMEN 
A woll established manufacturer of Women's and 


Growing Girls’ Shoes in the Popular Price fleld 
will have openings for men with selling experience, 
tablished in all fons of the 


py HE led | tt k. Corresponden: 
country, arr fh stock, ee 
will be kept in strict confidence. 


Reply to Box 600, BOOT & BHOE RECORDER 
stnut & 56th Streets, Philadelphia 39, Pa. 








SALESMAN WANTED 


To carry Line of Children’s, Pre-Welts and Ce- 
ments, Luther Brand, Stock and Make Ups; Com- 
mission basis. Can be carried with non-conflicting 
Line. Established territories: Oklahoma, Ohio, 
Kentucky, and State of Texas. Reply, with 
references, 


THE KEPNER SCOTT SHOE CO., INC, 
Orwigsburg, Pa. 











IOWA—MINN.—NO. AND SO. DAKOTA 


All or part of these States available. Some 
excellent tablished busi and surface 
hardly scratched. Midwest Children's and 
Boys’ Medium Priced Manufacturer will pay 
7% commission for active representation, Send 
complete details to 

Address Box 607, care BOOT & BHOE RECORDER 

Chestnut & 56th Streets, Philadelphia 30, Pa. 














SALESMEN WANTED: TO CALL ON RE 
“ TAILERS REPRESENTING VOLUME 
Popular Priced Manufacturer of shoes with 
large in-stock department and makeup division, 
Fast moving line, Wide awake organization 
Several territories, including New England, 
Upper New York State available. Contact at 
once: KIDDIE KUB SHOE CO,, Westminster, 
Md, 


ALESMEN TO REPRESENT ESTAB 

LISHED DISTRIBUTOR of Complete Line 
of Steel Toe Safety Shoes, sold direct to In 
dustrial Plants on liberal commission for De 
troit, Cleveland, Chieago, Buffalo, and Pitts 
burgh areas, Write details to: O, J, GOOD. 
RICH, 900 Lapeer Street, Saginaw, Michigan. 





ALESMEN WANTED: TO CARRY A 

VERY POPULAR LINE of Women’s Win 
ter Casual Boots, and men's, women’s and 
children’s slippers, Also, a very Popular Line 
of Men's Casuals, including straws, for: Ohio, 
Kentucky, and Indiana; and for Towa, Kansas, 
and Nebraska; to be carried strictly on a side. 
line basis, Reply to Box #601, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna 


SALESMEN MANUFACTURER SEEKING 

REPRESENTATION, We are Volume Man- 
ufacturer of a complete line of Children's Shoes, 
with large instock department and makeup di- 
vision, Several attractive territories, including 
New England, Upper New York State, and 
Missouri available, Contact at onee: PLEA- 
SANT VALLEY SHOE CO.,, Weatminster, 

AFETY SHOR SALESMAN FOR CHI. 

CAGO, ILLINOIS AND VICINITY; must 
travel, Young, Married, and willing to dig for 
opportunity Reply to Box 2598, Root and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 39, Penna, 





SIDELINE SALESMAN WTD. 


BEAUTIFUL DISPLAY. CARDS MADE 
EASILY with our “Do-Tt-Yourself” display 
Sign Kit. Good sideline commission for you 
Good deal for all stores, Write for samples of 
our beautiful “PreCut’ Gummed Paper Let 
ters; 7 sizes 34” to 6”; 8 colors in Black, Red, 
Blue, Green, White, Yellow, Gold and Silver, 
Mount them like a stamp anywhere, Write for 
samples: FRUCHEY COMPANY, Box 461 B, 
Napoleon, Ohio 
SHOE ORNAMENTS, BOWS AND FOOT 
SOX, Pocket site samples, Manufacturer 
offers highest commission, Reply to Box 556 
Root and Shoe Recorder, Chestnut & S6th 
Streets, Philadelphia 39, Penna, 








FOR SALE 


AMILY SHOE STORE FOR SALE: New 

Mexico town, 25,000 trade territory; selling 
this year 8,000 pairs, Large potential due to 
new industries, Modern front, interior, fixtures, 
office, Large following for 30 years Low rent, 
long lease, Small, efficient sales force; new, clean 
stock under Unit Control Syatem, Also for sale 
owner’s completely furnished 3 bedroom home, 
Owner has other interests in State, Only serious 
inquiries invited, Reply to Box #604, Boot and 
Shoe Recorder, Chestnut & S6th Streeta, Phila 
delphia 39, Penna, 





FoR SALE: FAMILY SHOE STORE, OAK. 
LAND, CALIFPORNTA, Modern building and 
Fixtures; Good residential district; plenty of 
parking space; approximately $25,000.00 jinven- 
tory, Business increasing steadily, Tllneas cause 
of sale, Reply to Box #599, Root and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna, 
OR SALE: WOMEN’S, MEN’S ORTHO. 
PEDIC SHOE STORE, heart of Chicago 
Loop, Clean stock; active business, Have other 
interests, Reply to Box #602, Boot and Shoe 
Recorder, Cheatnut & 56th Streeta, Philadelphia 
39, Penna 
*AMILY SHOE STORE in good farming com 
munity, Only shoe store in town, Good income, 
good lease, low rental, WISE’S SHOE STORE, 
Leipsie, Ohio 





HELP WANTED 











FOR SALE 


FOR SALE 
ORTHOPEDIC SHOE STORE in Rocky Moun- 
tain State, featuring Miller Foot Defender Shoes, 
Child Life Children’s Shoes and Men's High 
grade Footwear, Same location 24 years, flour- 
ishing neighborhood — cash business —- customer 
record, Reason for selling, ill health 


"Bresnut a both Streets, Philedeiphin. Do, Pe. 

















SALES MANAGER 


For line of waterproof footwear. Must 
know how to get the most out of 
men, Must be experienced in selling 
volume accounts, A tremendous op- 
portunity for the right man with a 
fast-growing manufacturer selling on 
national basis, Give complete back. 
ground in first letter, All replies in 
confidence, Will interview applicants 
at National Shoe Fair in Chicago, 


Reply to Box G10, BOOT & BHOE RECORDER 
Chestnut & B6th Streets, Philadelphia 0, Pa. 











accepted 18 words, $3.60. When a 





The rate for undisplayed classified advertisin 


at word rate, Classified advertising is payable in advance, 
opened for classified advertising except for regular advertieers on contract, 


CLASSIFIED ADVERTISING RATES 


is 20 cents a word under any of our classified headings, Minimum amount 
box number ia desired, addressed to any of our offices, 12 words must be added for this 
and charged at the word rate, If advertiser's own name and address ia used, count each word (atreet number is one word) 
Send check or money order with your copy. No accounts are 


The rate for all displayed or boxed in classified advertisements is $14,00 an inch with a maximum of 46 words per inch, 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—5éth & Chestnut Streets, Philadelphia 39, Pa. 








September 15, 1966 
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SHOE WHOLESALERS 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








SHOE WHOLESALERS 
WANTED 


By one of America’s leading man- 
ufacturers of nationally known 
branded Women's casuals, to re- 
tail at $4.00, $5.00 and $6.00. 

If you are interested in sales and 
distribution of Women's casuals in 
these price ranges contact us. 


Reply to Box 606, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 














BUSINESS OPPORTUNITY 


MANUFACTURER OF 
LADIES’ NOVELTIES 


with excellent connections to Italian 
and French firms, 

wishes to exchange Style Informa- 
tions and Pullovers, etc., with 
American Company. 


For information please write to 


Bex 005, care BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 











FACTORY AND WORKERS AVAILABLE 


Northern N. Y. Town has a factory equipped for 
Slipper Manufacture or similar industry, and 
over 60 trained women operators, on U.S. #11 
and Rutland RR. All utilities; local cooperation 
assured. For brochure and full information write: 
CHAMBER OF COMMERCE, Chateaugay, N. Y. 

















APVERTISING CONSULTANT: Are your 

ads pulling properly? Send samples. Sug 
gestions made, Campaigns slanned, Nominal 
fees. JAY B SNOW, 1025 Oxford, Delano, 
Calitornia 





POSITIONS WANTED 





SHOE STORE MANAGER AVAILABLE 
for a Florida Chain or Independent Store. 
Young, aggressive, and 10 years’ qualified ex- 
perience. Hest of references. Reason for moving 
South advised to, concerning my child's health. 
Reply to Box 3597, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 19, Penna 


HOEK STORE MANAGER, 30 YEARS’ EX 

PERIENCE, desires opportunity to manage 
Shoe Department, Retail or Chain Store opera 
tion, Will go anywhere, Can give best of ref 
erences, Keply to Box #609, Root and Shoe 
Recorder, 10 High Street, Boston 10, Mass, 





LINE WANTED 





CAN PRODUCE VOLUME ON POPULAR 
PRICE LINE CHILDREN’S SHOES. 
Carry with non-conflicting Line Children’s Shoes 
Territory Texas, Reply to Hox #596, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 29, Penta 
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FAMILY SHOE STORE WANTED, New York 

New Jersey area. $35,000-——-$40,000 an- 
nually. Cash deal. Reply to Box #605, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





FOR RENT 





TORE FOR RENT, 100% location near two 
5 & 10's; low rent. Apply: LOU FRIED- 
MAN, 211 Brownsville Road, Mt. Oliver, Pa. 


O’Sullivan Rubber Replaces 
Its Chairman of the Board 


New York—The O'Sullivan Rubber 
Corporation of Winchester, Va., an- 
nounced that Vincent A. Catozella, 
president and chairman of the board 
had been replaced as board chairman 
by J. C. Herbert Bryant, president of 
Herbert Bryant, Inc., of Alexandria, 
Va., producer of fertilizer, livestock 
and poultry feed. 

The announcement, made here dur- 
ing the meeting of the corporation with 
representatives of the United Rubber 
Workers Union seeking the settlement 
of a new contract, said that Mr. 
Catozella’s successor as president of 
the manufacturer of rubber soles and 
heels has not been named. Mr. Cat- 
ozella will remain a member of the 
board of directors. 


Salerno Made Sales Manager 
Of Pennsylvania Corporation 


West Hazieron, PaA—Nick Salerno, 
who has had wide experience in selling 
footwear, has been appointed sales 
manager of the Rubber Corporation of 
Pennsylvania, which has its factory 
here. 

The company, well-known manufac 
turers of vuleanized casuals and slip- 
pers for men, women, children and in 
fants, has established a sales office in 
the Marbridge Building, New York, the 
first sales office to be set up by the 
company in that city. Of this office, Mr. 
Salerno will be in charge. 

Prior to his connection with the 
Rubber Corporation of Pennsylvania, 
Mr. Salerno was New York district 
sales manager for the Genfoam Divi- 
sion of the General Shoe Corporation. 
Before that he traveled the southeast- 
ern states for Gustave, Inc., manufac- 
turer of women's slippers and casuals, 


Joins Rockingham Staff 


Cuicaco—Harry H. Stockfish has re- 
cently been appointed to represent the 
Rockingham Shoe Co,, of Newmarket, 
N. H.,, with the firm’s line of misses’ 
and children’s dress shoes and dress 
flats. He will cover Illinois and Indi- 
ana, Mr. Stockfish formerly repre- 
sented Prima Footwear, Inc., there, 





MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. ——Phila. 6, Pa. 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, WN. Y. 
Telephone WOrth 2-266 

















MERCHANTS’ NEEDS 








Wlals xsxv» Ydeas 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
raphe and beautiful art work 
or direct mai) and news- 
paper advertising. 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities ee want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 











BUY BONDS 
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WANTED TO PURCHASE WANTED TO PURCHASE 


WANTED TO PURCHASE 













dda BARIS BUYS for CASH Ub 
\ Quick decision on your offers of Pehger mr al 
\ B A R | Ss surplus men's, women's and children's shoes. 
Y THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 
79-81 Reade St. ° _ few York 7, By. * Tel: WOrth 2-5180 IN 
T3=Zt0.'——=08 
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WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 PULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 

















YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


aa , 6 ’ 95 Reade St., New York 13, N. Y. 
SAM CAMITTA & SONS pane ea 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks © Closeouts © Complete Stocks ®© Your Name and Brand Protected 














B.& R. PAYS THE LIMIT 


CLOSE OUTS 
WE BUY "COMPLETE SHOE STOCKS 
Phone or wire LEASES ASSUMED 
collect YOUR NAME PROTECTED 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 








<=u“wpn 


Ben LaMonica 
Ralph Vogel 














MY HOBBY 
Buying, Selling Shoes for 36 years 


TOP DOLLAR! 


FOR YOUR ODDS AND ones, CLOSEOUTS CASH TOP PRICES 
On Gonerisre © - Discontinued stocks 
EDDY SHOE COMPANY HARRY HESS 
ALWAYS RELIABLE 
132 Me. 4% S*. Phila, 6, Pa. 76 Reade Street New York 7, N. Y. 
Phone: LO 3.9533 Telephone: WOrth 2-096! Beekman 3-767! 














FOR CASH 


V Quality Shoes V Complete Stores 
¥ CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Time! 





For Quick Action, 
tite, Wire or Phones 








CE 1-4898 


a QUALITY SHOES SINCE 
"WHILE IN TOWN SEE wen 


agg ee a ee 


rs Z 3762 





WE PAY CASH 
for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 
31 No, 4th St. 
BARSH & CO. Phila. 6, pa 
Write or PHONE - MA 7-1666 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


187 DUANE ST., NEW YORK, N, Y. 
RECTOR 2-4170-4171 











TOP prices 











Topic of the Day 


WHO CAN 
BEAT IKE... SURPLUS SHOES 
and CANCELLATIONS 
COMPLETE STORES 


WHO CAN BEAT 
UNCLE LOUIS’ Men ss quality. mene, 


women's and ehildren’s shoes, 
ae be wea FOR OVER 41 YEARS 





For the answerphone or write 
ws READE aya nw YOWK, MOSINGER- COHN 
formerly with §. CAMITTA & SONS 135 Washington 














September 16, 1956 


Cah 5h SOR en RRR Sie SEES 


oe 








for 

« closeouts 

* surplus 

« discontinued 
lines 


+ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, * OE 39-7290 
146 DUANE 5&7., N.Y. C. 
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WITH 
TOP RETAILERS 


FIRST CHOICE —_ ry 





SiS ISIE 50S a ape 


2 FINE BRANDS... 


..- 60 FINE STYLES 


IN THESE 2 FINE LINES 
Retailing Profitably At Popular Prices 


reaLsoys ————_ | gill@0en RO BeRoy 


ame Ges 


EES] 
GERBERICH-PAYWNE SHOE Co. 


MOUNT JOY 


| 
| 
PENNSYLVANIA | ELIZABETHTOWN 





It sells for oy because only 
\WOLVERINE shoes for 
men give you: 

EXCLUSIVE — SHELL CORDOVAN 
HORSEHIDE SOLES — super-flexi- 
ble for faster sales. 


EXCLUSIVE BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 


is _ National Shee Fair 
= Room 676 Palmer House 





THE ARTHRITIS 
AND RHEUMATISM 
FOUNDATION 
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Goodyear Welts IN-STOCK 
tor Immediate Delivery 


ORDERS SHIPPED PROMPTLY 
Write for Catalog 


A. S. KREIDER SHOE MFG. CO. 


PENNSYLVANIA 


| Goodyear Welt Shoe Makers for Three Generations of American Boys 


| WE MANUFACTURE ONLY—AND DO NOT COMPETE WITH OUR CUSTOMERS 





_ Construction Starts on Viner Warehouse 


Shown left to right, Leo Viner, Viner Brothers, vice-president; William Viner, presi- 
dent; Richard Hasey, vice-president, and J. H. Manning, contractor. 


BANGor, Me. — Construction has 
started on new warehousing facilities 
for Viner Brothers, Inc., leading 


Bangor shoe manufacturer, at the com- 
pany’s 43-acre site on Odlin Road in 
Bangor. 

The new building, according to state- 
ment by William C. Viner, president 
of Viner Brothers, Inc., will have 31,- 
000 square feet of floor space, and is 
being constructed with one temporary 
wall so that the building can be en- 
larged in the future to contain manu- 
facturing space. 

This new building is the first unit in 
a projected program which, when com- 
plete, will include all units of the Viner 
firm in one central location. The ware- 
house, which will stock more than 200, 
000 pairs of shoes, now represents a 
33% per cent increase in Viner’s over- 
all floor space. 


It is expected that the new building 
will be completed and ready for oc- 
cupancy by December of this year, and 
will be used initially for shipping and 
warehousing. The company’s Hancock 
Street and Pleasant Street factories 


will continue to be used for manufac- 
turing. 

Viner Brothers is the largest single 
employer in the city of Bangor, pro- 
ducing an average of 7,000 pairs of 
women’s moc-casuals daily, 


Six Months Production Total 
Reaches New Record High 


Boston—Both New England and the 
United States achieved record increases 
in shoe production totals for the first 
six months of 1956, according to a 
release by the New England Shoe and 
Leather Association based on a Bureau 
of the Census tabulation, 

New England shoe production totaled 
113,127,000 pairs, a rise of three per 
cent over the figures of a year ago. It 
represented 87 per cent of the total 
U. S. output, National shoe production 
was $05,704,000, 

Changes in production percentages 
for each New England shoe state com- 
pared with the corresponding six month 
period a year ago were, Massachusetts, 
up seven per cent; Maine, up seven per 
cent, and New Hampshire, down nine. 
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They buy with 
these boots on... 


GODING 
BOOTS 








"Wellington" 


Slip a pair of smartly styled 


Goding “Wellingtons” on the 
cyclist, military man, or stu- 
dent... and the boot sells 
itself, Goding “Wellingtons” 
are built to the exacting spe- 
cifications of the Australian 
aviators who originated them, 
with careful attention to 
every glamorous detail, 

In all sizes for both men and 
boys, of famous Goodyear 
Welt Goding 
“Wellingtons” offer your cus- 
tomers more style and more 


Conatruction, 
wear for less money ... with 
a full mark-up for you. 


Write today for free 
full-color catalog of the 
entire Goding Line. 
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GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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THE PURCHASING AGENT 


...-and the SHANKS in his shoes 


When footwear designs have been approved, when production 
plans are being made .. . the PA’s big job begins. 

He’s part of a team... he helps to execute the work of the 
stylist... and must satisfy manufacturing requirements. That's 
why each component of the new shoe must be right. . . for the shoe 
... for production. And all this at a price that will not boost 
the final cost-per-pair. 

Quite a few factory Purchasing Agents with sharp eyes for 
real value have found that it pays to consult United on their 

shank problems. A well fitted, well made shank is the backbone 
of the shoe, helping to maintain shoe lines and minimizing 
the annoyance of returns. 








VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 












Style 2573 Style 2537 
BERMUDA Last BERMUDA Last 
Maple Monona 


Soft Grain 
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SOME HIGHER 


Fabulous Fit makes Nunn-Bush 
First in Quality / The man who wears Nunn-Bush Shoes for the first time 


soon notices “something different” about the way they snug the heel, 
hug the ankle. He is discovering Ankle-Fashioning, in action. 
Only Nunn-Bush Shoes are Ankle-Fashioned. Only Ankle-Fashioning 
gives so many, many extra miles of satisfaction! 







-) 
NUNN-BUSH SHOE COMPANY + MILWAUKEE 1, WISCONSIN 
Style 2532 


BERMUDA Last 
Burgundy Caif 





See Your Local Nunn-Bush Dealer 
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BERMUDA Last 
Tan Calf 
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LSO MAKERS OF EDGERTON SHOES FOR MEN ®@ STYLES $11.95 TO $15.95 ® SOME HIGHER 


LSO MAKERS OF EDGERTON SHOES FOR MEN @ 
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Start with Firsties . . . concentrate on them, 
promote them. Stock them in all available sizes 
and widths . . . fit them carefully. 
Every pair you sell is insurance for the future 
., an opportunity to make another 


“lifetime” Stride Rite customer for the 


next dozen years or so. The Stride Rite name .. . 


and the recommendation of so many, many doctors 
. is @ great asset in this big beginning. 


Take adWamtage of it... be 





